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OUSEWORK HANDS...Hands that are tired, hands that are cracked and lined, hands — 42 
hat are old before their time. Hands that know from monotonous routine, the dishpan, __ 
he broom, the stove and the scrubbing board. These are the hands which are a symbol __ 
»f our service in freeing women from the drudgery of obsolete house-keeping. Wed Ri 
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APEX “TRIPLE-THREAT” APPLIANCES 
WIN MORE SALES FOR APEX DEALERS 


@ To do but one thing well, seldom 
wins All-American honors for any 
fullback. To succeed, he must be an 
expert at passing, running and kick- 
ing...at scoring touchdowns! 


Appliance selling is identical. One 
feature is seldom sufficient to win the 


sale. When pitted against stiff compe- 
tition more sales strength is needed. 
That's why Apex gives you “triple- 


threat,” gives you three big selling 
features with each appliance, impor 
tant, tangible features that crash the 
dotted “line” and win more sales. 


That's why Apex dealers through: 
out “All America” are piling up 
“high scores” and putting away 
more profits in their “locker rooms’. 
Write today for Apex “pep-talk” and 
let Apex help you “point” the way 10 
a most successful appliance “season . 


APEX ROTAREX CORPORATION e Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver APEX ROTAREX MFG. CO., Oakland, Cal. + In Canada CANADIAN RADIO CORP.,LTD., Toro2to, On! 
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Forecast 


HAT is going to happen to 
business? That is either the 
first or second question asked 


today of the Governor of North Caro- 
lina by the Governor of South Caro- 
lina or any two other fellows. 

In an endeavor to get an answer 
for ourselves I have picked up some 
forecasts that I think are of general 
interest. It is a subject on which not 
many men want to stick their necks 
out, and the following is a digest of 
the combined wisdom of a number of 
economists and statisticians of stand- 
ing whom I have consulted. 

First, and most important: the basis 
of all business and the basis of our 
appliance business, that is, mass pur- 
chasing power, is not only sound and 
untouched but broader than ever be- 
fore. The national income this year 
will be some $70 billion. This is up 
from 1936. The total may be short of 
forecasts made early this year by a 
fraction but the national income is 
high and widely distributed. Farm in- 
come is up by a billion or so. 

The present recession, in the opinion 
of the smartest analysts, is due in 
great part to the fact that in the first 
six months of this year business of all 
kinds over-bought. What we are doing 
now is leveling out the year’s totals. 
The totals for the year will be above 
1936 but because the first three months 
were so abnormally high this present 
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period has dropped to make up for it. 
Certainly that makes sense when we 
look at appliance sales figures. We 
will end up the year with good in- 
creases over a year ago. The last three 
months have shown a falling off, not so 
much in relation to 1936 figures as to 
the big increases in the first quarter of 
this year. The present state of pes- 
simism is due less to the facts than to 
the over-optimism engendered by the 
results of the first part of this year. 


ECAUSE of the fear of increased 

prices and material shortage antici- 
pated, due to labor troubles, industry 
in the first six months of 1937 acquired 
large inventories. This was true of 
practically every class of goods. Those 
inventories have to be worked off, and 
are being worked off. This is espe- 
cially true of consumer goods. Retail 
sales figures from the various districts 
are up anywhere from 3% to 15% 
above a year ago. The National Re- 
tail Dry Goods Association forecast 
that department store sales as a whole 
will be up 8% in the last quarter of 
this year. 

There seems to be an agreement 
among leading economic thinkers that 
this inventory situation, which is now 
responsible for withholding much buy- 
ing, will be worked off, at least so far 
as consumer goods are concerned, by 
the end of January, 1938, at the latest. 

Buying until that time will be on a 
replacement and hand-to-mouth basis. 


Inventory reduction will as usual be 
carried too far and will probably con- 
tinue until shelves are practically bare 
of goods. When this condition of bare 
shelves and hand-to-mouth buying is 
reached, and it may protract itself into 
the early summer, it will be the prelude 
to another buying wave. 


UTHORITIES predict that, bar- 

ring some unforeseen catastrophe, 
a new wave of buying will be in full 
swing by the fall of 1938. I have yet 
to find a single authority who takes a 
pessimistic view of the long-term pic- 
ture. Certainly there is little reason 
for anyone in the appliance business 
to be discouraged. 

This year’s business is a record one 
in every appliance line and if there has 
been a slackening off as in washing 
machines recently, it still must be borne 
in mind that we are making a com- 
parison with last year, which hung up 
a record. Furthermore, sales are mov- 
ing into higher price levels, and in the 
case of refrigerators into the larger 
boxes. 

It may be that we are reaching a 
leveling-out period, but if business 
levels out or stabilizes at our present 
volume levels and with the trend up- 
ward in prices, nobody has any kick 
coming. 
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Dealers Acclaim Monarch’s Triple Answer 
si To Nation-Wide Demand For Quality 
Electric Ranges At New Low Prices 





























SPECIAL MODE—F56KBW— Complete cooking 
equipment and utensil storage space is 
compactly built into this MONARCH 
Model, including 16” Oven, four “ Hi- 
Efficiency” Surface Units, Plate Warmer 











Drawer, two Utility Drawers, Cabinet 
Base, Electric Timer-Clock and Opal 
Lamp over Cooking Top. Length, 3812”; 
Cooking Top Height, 362”. “Hi-Effi- 
cency” Cooker optional top equipment. 








SPECIAL MODERN —N46KBW— Adequate cook- 
ing equipment in a modernly designed 
unit with large storage compartments. 
, This MONARCH Model includes 16” 
Oven, four‘ Hi-Efficiency” Surface Units, 
Cabinet Base, Notifier-Clock and Con- 
diment Set over Cooking Top. Length 
of model, 3842”; Cook- 
ing Top Height, 3612”. 
“ Hi-Efficiency” Cooker 
optional topequipment. 
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EFFICIENCY 














Case on the big swing to electric 
cooking with these three new, low- 





priced Monarchs. Look them over. 
Check their many advanced features, 
their modern lines. 

















These new ranges include all the 
standard operating features for which 
Monarch is famous. Yet, their prices are 
the lowest in Monarch history for ranges 
of such high quality. 


New Ebonite Units 


All three ranges are finished in 
gleaming, full White Porce- 
lain Enamel. The surface units 
are finished in the new Ebonite 
process, to prevent discolor- 
ing, so objectionable in white 
porcelain brick units. 












All storage compartments 
are equipped with Eze-slide 
drawers. The large enameled 
ovens are thoroughly insu- 
lated with rock wool and are 
equipped with the famous 
“Floating Heat” units, remov- 
able rack guides, Illuminated 
Dial temperature control. 

Top equipment includes two 
1000 watt and two 1750 watt 
Monarch “Hi-Efficiency” units 
with three heat switches. Sur- 
face cooker optional. 

The body designs are ultra modern, with smooth, 
rounded corners, cabinet type base, chrome trimmed hard- 
ware, top oven vent and concealed drip pan. And the new 
low prices will surprise you. Write for them today. See for 
yourself what money makers these new Monarchs are. 


MALLEABLE IRON RANGE CO. 


111 North Lake Street Beaver Dam, Wisconsin 
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SPECIAL MODERNIZER—F87KSW—A MONARCH Unit Kitchen Model 


with flush back and sides. Equipped with 17” Oven, four “Hi- 
Efficiency” Surface Units, Plate Warmer Drawer, Utensil 


Storage Drawer, Electric Timer-Clock and 
Opal Lamp over Cooking Top. Length, 4112”; 
Cooking Top Height, 36”. “Hi-Efficiency” 
Cooker optional top equipment. 
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EVEN THE LOWEST PRICED 


EASY WASHER 


IS SUPER=STYLED AND FINISHED 








MODEL 5T8. New low-cost EASY with gleaming 
white finish and smart gray trim. Sensational 
washing action now available for the first time 
... the new EASY Turbolator... gloved-in-rubber! 
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MODEL 188. Finished in gleaming white. 
Applied leg beading. Spivalater washing 
action cuts washing time 14, eliminates 
‘ tangling. New Aristocrat Wringer features 
4-way bar release, roll stop. 











MODEL SD8. Finished in glistening white. 

Smart new control panel—Easy-matic time 
control regulates washing time for each type 
of fabric. Spiralator washing action. Damp- 


Dryer saves time and labor. 


la’ 


ir 


MODEL 2178. Finished with two baked-on 
coats 9 7 ne white enamel. Rubber 
Turbolator assures thorough, gentle washing. 
Super-Safety Wringer with guardian bar 
release, roll-stop and automatic pressure. 


oy) 


=n i 


MODEL 33. Medium price EASY Ironer 
in snowy white. Swinging table-top. Exten- 
sion shelves. Adjustable knee control. 


Chromium plated shoe. Double open ends. 
Y 150 lbs. adjustable pressure. 
ame \\ all 7 a2 4 et i 


WASHERS and IRONERS 

















START CHARGER. 6 models equipped either 
with Briggs-Stratton 4 cycle motor or new 
Start Charger Motor that charges the bat- 
tery while washing is being done. Generates 
enough electricity to run radio, 
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New Model Showing by Manufacturers This Month 





y | ++} \ & 
=| |—-—a ® 
+ ‘ <. ~ 

‘ Liam A ‘si 
: ar v 
Top graph shows how automobile sales 
were affected by early announcements of 
models. Lower graph shows refrigerator sales 


by months. Will the early announcements 
have the same beneficial effect on sales? 


HIS year, the refrigeration indus- 

try is borrowing a leaf from the 
automotive book. Instead of waiting 
for the big spring announcement and 
drive on new models, customary in 
former years, 1938 model refrigerators 
are being announced to the trade in 
November of this year. 

And, just as in the automobile busi- 
ness which felt the stimulus of in- 
creased sales, leveled production and 
happier dealer relations, this fall’s re- 
frigerator announcements are expected 
to bring about similar benefits to all 
elements of the appliance business. 

Let’s look at some of the reasons: 

From the consumer angle, the basic 
need for refrigeration is as great in 
the winter months as in the spring and 
summer. That the public has not yet 
accepted that fact completely points 
the way to the educational job which 
has yet to be done and which early 
announcements wilt help to focus at- 
tention upon. 

In addition, the holiday buying of re- 
frigerators for Christmas presents—a 
factor which spring announcements 
tended to curtail because of public in- 
terest and habit of “waiting for the 
new models”—should this year achieve 
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This special shelf called the utility basket was designed for 
1938 Frigidaires to hold all the small items that are cus- 
tomarily hard to store and usually get lost inside the average 
refrigerator. The entire shelf slides out into full view mak- 
ing it easy to locate and lift out any item that is wanted. 
Additional description of Frigidaire on following page 





Manufacturers keep factories running 
on year-round production schedule 


NOVEMBER, 





Straightens out the selling curve 
for distributor and dealer 








This is a close-up of the 1938 Norge refrigerator interior 

showing completely sealed (front and back) odor-proof ice 

compartment which provides ice cubes as “pure as the water 

used to make them." Newly designed freezer shelves freeze 

cubes 25 per cent faster, manufacturer claims. Additional 
Norge descriptions on following page 
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For dealers, it eliminates last year 
model problem on markdowns 





Built-in “humidrawer" is a special feature of the new 1938 Westinghouse refrig- 
erators. This extra capacity storage drawer, covered with glass, was included 
as a feature because it retains the proper humidity for the safe preservation of 
the more perishable foods. It was a result of Westinghouse “Kitchen-Proving” 
methods in refrigerator design. More Westinghouse data on following pages 





Stewart-Warner 1938 model refrigerators are equipped with the instant cube tray 
and ice cube release. Light pressure immediately frees the tray from the com- 
partment and an easy lift on the two handles of the tray frees the ice cubes 
without crushing or splintering. It is one of many features of the new S-W line. 
Additional Stewart-Warner information on the following pages 
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some impressive proportions. Liberal 


si __GENERAL ELECTRIC_ 


One-button control on the 1938 General Electric refrigerators, simplifies the opera- 

tion of the refrigerator in that it controls freezing as well as de-frosting and 

cutting off the current entirely. Freezing continues during the de-frosting period 

to insure safe preservation of food at all times. More General Electric description 
on following pages 


financing provisions, during the winter 
months, are an.additional incentive for 
the purchaser to begin enjoying the 
conveniece and economy of electric 
refrigeration at a minimum cost. 
From both the distributor and the 
dealer angle, announcing new models 
in the fall instead of in the spring 
has material benefits. For the dis- 
tributor it eliminates the problems of 
peak seasons with their inevitable 
warehousing and financing complica- 
tions. Operating expenses can be ad- 
justed better for a normal year-round 











Year-round selling puts money 


in the salesman's pocket 


operation leaving more time for more 
effective promotional and selling job 
on his own personnel and in his con- 
tacts with dealers. 

Dealers, too, regardless of size, 
should find that fall announcements 
make for a more uniform operation all 
around. In the first place he will be 
able to keep a stable organization and 
cut some of the cost of sales training. 
It will eliminate the necessity of basing 
almost his entire year’s operation on 
a single big “push” in the spring with 
the additional saving in warehouse and 





The Public sees the new models 
before Christmas buying 








Onn leading 


manufacturers are an- 
nouncing in November 
but not sufficiently early 
in the month for descrip- 
tions of their features to 
be available for publica- 
tion. These manufacturers 
include Kelvinator, Leon- 
ard, Apex, Grunow, Edi- 
son General Electric Ap- 
pliance Co. (Hotpoint), 
Fairbanks-Morse, Cope- 
land, Crosley, Gibson, 
and Universal Cooler. 
Features of these refrig- 
erators will be shown in 
the December issue of 
ELECTRICAL MERCHAN- 
DISING. 
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display program. A good deal of the 
present dealer confusion in advertis- 
ing programs and advertising con- 
tinuity will also be cut out. The 
markdown situation should be simpli- 
fied: if he has models on the selling 
floor before the subsequent year’s 
models are announced, it will make it 
that much easier to dispose of a 1937 
model, late in 1937, than it would be 
in 1938 especially as this year’s 
changes in models and design are 
carrying over a lot of the ideas incor- 
porated in the 1937 models. 

Manufacturers benefit, of course. 
Their entire organization will be kept 
working on an even basis the year 
round and it will no longer be neces- 
sary for them to provide enormous 
warehousing facilities to take care of 
big winter stocks. We are all famil- 
iar with some of the difficulties that 
cropped up in the shipping end of the 
business during recent spring an- 
nouncement activities. With all the 
promotion ready to fire and with cus- 
tomers waiting to sign on the dotted 
line, delays in shipments created a dis- 
turbing situation. 

Retail salesmen should be particu- 
larly happy about the new early an- 
nouncements. Under the old arrange- 
ment, he had a very irregular income 
—in the spring it was large and in the 
fall it was small—necessitating his 
turning his attention to other devices 
or quitting refrigerator selling when 
the “season” slacked off. Early model 
announcements this year make it possi- 
ble for him to enjoy a more uniform 
income throughout the twelve months. 

And so all elements of the appliance 
industry are looking for real benefits 
from the November announcements. 
And in order to focus the attention of 
the appliance trade on 1938 refrigera- 
tor model announcements, Electrical 
Merchandising presents herewith, four 





pages of pictures showing some of the 
outstanding features of the 1938 re- 
frigerators. Five manufacturers’ mod- 
els are shown here and next month 
other makes will be described and 
illustrated. Exterior design on the 
new refrigerators has undergone no 
important or radical change; for that 
reason we have chosen to put the 
greater emphasis upon new and un- 
usual features of the new models. 





WESTINGHOUSE—A new temperature regulator in a more convenient 

location is one of the many new features introduced in the ‘38 line. 

This temperature indicator not only indicates the position of the control 

but also lists the temperature of the food compartment. "Vacation" 
settings permit economical operation for periods 
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STEWART-WARNER—Another S-W feature on the '38 models i: § 

the "Slide-a-Tray" a pneumatically controlled tray beneath the ‘ 

food compartment which is handy when the housewife wants to 

re-arrange the food in the refrigerator. It may also be used « 
a serving tray or a small shelf 





) 


STEWART-WARNER—A+? the left, is the "Sav-a-Step" feature o 
the 1938 S-W refrigerators. It is a utility basket which hold 
foods most often used in preparing a meal. Swung on hinge: | 


it can be lifted right out of the refrigerator compartment and 
put on the kitchen table or other work surface 


| 


\ 
\ 





GENERAL ELECTRIC—On the new 1938 line of General Electric refrig- 


: : IGIDAIR 
erators, vegetable containers are standard equipment on all models and iti lee 
on most models the container is a sliding drawer. On the larger models Tw ; 
two sliding drawers are included for vegetables and fruit. Removable ee 

part shelf is another convenience All F 
odels are 
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WESTINGHOUSE—The new 1938 Westinghouse "Kitchen-Proved" 
refrigerators feature a specially designed porcelain meat com- 
partment for steaks, chops, ‘roasts, and other meat. The meat 
storage compartment conserves the needed moisture at safety 
zone temperature, and is easily and readily accessible 


sature of 


ch holds NORGE—Here's how the new Norge models look inside. Features 
hinges | include the 3-position Preservoir, or de-frosting tray which permits 
ent and © adjustment according to the height of the contents. Twelve 
different interior arrangements are possible with this versatile 

Norge unit. Eight dessert containers are part of equipment 








IGIDAIRE—The freezing unit in the 1938 Frigid- GENERAL ELECTRIC—One of the main features of FRIGIDAIRE—Re-designed freezer units in the ‘38 


ae large enough to accommodate two complete G-E's 1938 line is the metal “Quick-Tray" which frees 
ens. 


i Frigidaires allow more room between bottom of 
This shows the use to which a freezing ice-cubes two at a time leaving the balance of the freezer and cold storage tray. This means more 


agp can be put when not used for storing cubes intact. The cube release lever for this tray space for cold storage of all kinds of meats and 
¥ - Frigidaires larger than the five cubic foot can also be used for releasing the tray from its other foods requiring very cold temperatures. Large 
e's are equipped with this extra-size compartment contact with the freezing surface of the compartment reserve supply without melting 
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FARMER 5S... 


of habit 


Force 





ot 


keeps farm folk taking high 


priced dairy products to spring houses instead of 


to money-saving, 


OSIEST of all dreams for an 
orator today to paint is the 
potentialities of the farm mar- 


ket for electricity. 

Raising a finger to heaven our ora- 
tor can wring tears from his listeners 
as he tells of the slavery of water 
pumping, the torture of hot stoves on 
midsummer days, the groans of women 
as they lean over washboards—all in 
this year of our Lord 1937, seventy 
years after negro slavery has ended. 

“Just as soon as electricity can be 
piped down the highways and by- 
ways,” he can go on, “a million farm- 
ers may be found waiting at their mail- 
boxes, ready to catch appliances as 
they are 
trucks.” 

All this might continue far into the 
night, but to quote the succinct ex- 
pression of Colonel Frash, “It t’aint 


tossed off the tailboards of 


’ 
$0. 
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more 


efficient refrigerators 


Nevertheless, to anyone who looks 
over the appraisal of power used on 
farms in the United States, made by 
the U. S. Department of Agriculture, 
it is easy to envisage a tempting mar- 
ket when it is realized that more 
primary power is used on farms than 
by all manufacturing and central sta- 
tions combined. There is developed: 


11,300,000,000 horsepower for draft and 


hauling 

2,700,000,000 for heavy stationary 
power 

2,000,000,000 for light Stationary 
power 


16,000,000,000 horsepower, total. 


Granted that it may be tough to ap- 
ply electricity to the draft and hauling 
angle, there nevertheless remains 
4,700,000,000 horsepower which can be 
switched to the motor, 


Much 
Electrical Education Needed 
To Swing Country To 
Use Of Power 


Since the farm is a combination 
home and business proposition, the ap- 
proach to sell it electricity necessarily 
comes from the appliance angle. The 
activities of the Pioneer Rural Elec- 
tric Cooperative, with headquarters in 
Piqua, Ohio, in this regard, ranks as 
news of front page value. For here 
is an effort, sponsored by farmers 
themselves, which has now been run- 
ning more than a year as practical 
laboratory of approach to the biggest 
market for electricity the country has. 

The Pioneer Rural Electric Co-op- 
erative has some 2900 families on its 





~ 


To Paul Studebaker falls the job of sell- 


ing the economy of electricity 


RIGHT—Shot of Piqua headquarters 


lines in Miami, Shelby and Cham- 
paign counties, Ohio. While this is 
not the richest region in Ohio, it is 
upper crust, with an average gross 
cash income of $1,506 for Miami 
county farms, $1,622 for Shelby, and 
$1,588 for Champaign—which is sev- 
eral steps ahead of the $1,122 average 
for the state in 1935. 

When lines were strung, 1,000 miles 
of wire, with three farmers to a mile, 
a minimum rate of $2.50 a month was 
set up (which officials now wish had 
been $4). Such unusually generous 
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terms, it was felt, would bring farm- 
ers on the run to use more power. 
Such was the theory; much different 
is the fact. Proved now is the neces- 
sity of going over the same rough road 
that has so slowly sold city dwellers 
on the idea of using current to do 
their jobs instead of something else. 
For the farmer has not yet grasped 
the realization that electricity is the 
cheapest energy the world has ever 
seen. They simply do not understand 
what I. P. Blauser of the Ohio State 
University has said so often: “A farm 
hand would have to work for less 
than 2 cents an hour to compete with 
an electric motor for pumping water.” 
Returned recently to the Piqua head- 
quarters were about 50 per cent of 
2,900 questionnaires sent out to farm- 
ers on the co-op line. They showed 
that during the past year the following 
appliances were in operation: 
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SLOW TO LET APPLIANCES 
DO THE WORK 


a aca dce ak sane atl 19 
Separators ......- inecvaus eee 79 
ESS <a 1 
EN. ky. au eines tae esos aawe 1 
Motors—2hp or less............. 314 
Motors—1 to 5 hp.............. 13 
RE GES ee het SO ne 31 
Ns Sark i te se 6 ec aiigiirl 1131 
Ranges .. Dat asa aceaetenill 43 
ND Gis crews ccswecs anes 202 
EE a og Screen aietn kas 479 
RS eee 962 
ee oa ala ie aiagly 1210 
ETE 14 
EE 25 ines xegSGee sine ; 9 
OE a eee ere 324 


Double it to get a fair picture of the 
2,900 customers. You will find nearly 
all have radios, few are enjoying water 
pumps, refrigerators or other conveni- 
ences. 

With the co-operative selling 96,- 
130 kwhrs in one month (sample pe- 
riod May 25 to June 26) this means 
331/10 kwhrs per customer, or an 
electric bill that hits the minimum rate 
—$2.50 per month. 

Obviously the failure of this Ohio 
group of farmers to use more elec- 
tricity from their own co-operative, 
which has gone the limit in extending 
generous terms, lies in one cause. 
They simply do not appreciate how 
much more cheaply electricity will do 
the job—how it will help them earn 
more money at less cost. 

Most incessant and monotonous job 





on the farm is pumping water. In 
this co-operative we find only 324 
pumps on the 1,450 farms that an- 
swered the questionnaire. Electricity 
can most easily relieve this duty—yet 
what do we find? Farms use an av- 
erage of 113,000 gallons of water a 
year. At 4 cents per kwhr it would 
cost only $7.16 per year to pump it by 
motor. It would take a man 38 ten 
hour days to pump this water by hand 
—and he would have to work for less 
than 2 cents per hour to compete with 
electricity. 

A man can develop about one-tenth 
horsepower in a ten hour day. To 
compete with a 4 hp motor separating 
milk, shelling corn, and the like, this 
man would have to work for 1 cent 
an hour or less. A 4} hp motor will 
do the same work in four hours, at 
a cost of from 3 to 10 cents, that 
it would take a man a day to do. 


How the Farmer 
Spends His Money 
Farmers down in Ohio  haven’t 


caught the idea—that instead of fuss- 
ing around with high priced help, it’s 
far cheaper to let electricity do the 
job—that power properly applied can 
release the farmer to an extent that he 
can do two men’s work. 

In doing the family washing, some 
thirteen farm women on an experi- 
mental line at Marysville reported that 
showed an electric washer reduced 
washing time 21.5 per cent, even 
though they added 20 per cent more 
pounds of ciothes to the tub. Ohio 
farm wives haven’t caught the idea in 
that, either. 

These same women found that an 
electric iron reduced the time of iron- 
ing about one-third as compared with 
the old method of using the sad iron, 
besides saving their strength. 

Aside from lack of understanding 
of what electricity will do, there is 
another factor that causes farmers to 
hold back on the purchase of appli- 
ances. It lies in the amount of cash 
he gets in a year. A farmer who lives 
very well, and to all extents is prosper- 
ous, may be getting only $200 to $500 
cash money a year. 

This cash money is what a dealer 
selling appliances has to do business 
on. You cannot take into considera- 
tion, as Mary Brown Patton points 
out, the chickens taken out of the 
coop, the roasting ears plucked in the 
field, may amount to $259.54 at store 
values, and boost a cash income of say 
$758.12, to a standard of living that 
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A man would have to work for I¢ an hour to equal elec- 
tricity cheapness in pumping water—but farmers don't realize it 


it would take $1,017.66 to duplicate in 
town. 

With what money they have, this is 
the way thirty-eight farm families re- 
ported their expenditures in 1935 to 
the Ohio State University school of 
home economics: 





Life insurance, savings.......... $130 
| RRC rater tai: 202 
EEE Ee eee 110 
Furnishings and equipment...... 67 
Household supplies ...... sina ae 
Fuel, light, phone......... a 
Upkeep and improvement........ 33 
Health Pin (AE ae 54 
Organizations, dues, gifts........ 67 
EG nies os00ha'sss oom ae 
EY Giovanna pains Viewed arecce 18 
PE iciaéece cds canagpbacanlen 8 

ree $864 
* Value of home prepared food.. $134 
* Value of home produced fuel.. 11 


Average number in family, persons 4.3 


* Computed at farm prices. 


In the matter of home furnishings, 


which includes electrical appliances, 
the cash spent advanced from $41 in 
1931 to $67 in 1935. Fully 30 per cent 
of this money went for radio and 
kitchen equipment, which includes re- 
frigeration and electric ranges. 

Regardless of propaganda, the farm 
market is not a lush market of bound- 
less proportions for electric appliances. 
Figure $20 to $50 a year per farm 
home as the possible market, and you 
will be well within Ohio State Uni- 
versity studies. Realize, too, that it is 
going to take a lot of education to 
make farmers switch to newer, cheaper, 
electric ways of doing things. Down 
at Piqua the autumn nights are studded 
with speaking and demonstrating on 
dates, as the co-operative sees their 
electrical education must precede sales. 
It’s the old story again of the utility 
persuading customers to employ more 
electricity—but this time it’s taking 
place down on the farm—and over a 
pretty rough road to travel. 
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Let the woman get her hands on the appliance you 
FEEL are demonstrating. If she takes part in the demon- 
stration she is already half-sold. 





Seeing... 








Touching .. Smelling 
and lasting should all 
be brought into play 


when making an appli- 


ance demonstration. 


















The sense of taste should 
TASTE be brought into play 
whether it is ranges or 


refrigerators that are being demonstrated. 
Let her sample some dish. 
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E are of the earth and 
earthy! The mass of human 
nature is not fourth dimen- 


sional. Its habits do not swing on 
syllogisms but upon emotions. One 
can reason why through a great layer 
of logic without getting a buyer ex- 
cited, but let a salesman tinker, ever 
so slightly, with heart strings and the 
prospective purchaser bounds into ani- 
mation. It was ever thus . . . and 
seemingly, ever shall be; the heart 
rules more than the head, the sensa- 
tions more than reason; logic far less 
than feelings. And it is decisively so 
in the electrical appliance business. 
So the best salesmen are those who 
get down to earth! 

Pete Galloway, down in Texas (I 
was at Oklahoma City and Dallas last 
month giving talks at a series of 
meetings so I had the privilege of 
meeting many more salesmen) has 
learned the sales lesson of being hu- 
man. He throws no dog. He throws 
no bull. But he does get results. 
“How, Pete?” I questioned. “Well,” 
said he with that delightful Texas 
drawl, “I make ’em read a little, taste 
a little, smell a little, feel a little and, 
before I know it, they have sold them- 
selves!” Plenty smart hombre, Pete! 

This thought appealed to me— 
something of the heart, not the head; 
I continue to get a healthy sock from 
emotions and it seemed he rung true 
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By Gerald E. Stedman 


on that one. “What do you do, Pete, 
in trying to sell these six electrical 
appliances you purvey?” I asked, 
“Well, Jerry, ain’t much to it except 
I try to remember that folks is hu- 
man,” says Pete. 

I had to become a Philadelphia law- 
yer to drag it out of him but I got it 
—and took a crack at the method my- 
self this month and it works. First of 
all, Pete feels that if you let a woman 
get her hands on it, she is practically 
sold. That’s of the earth, earthy, cer- 
tainly. Homespun but true. It de- 
livers results; all we appliance sales- 
men know that. He explained an in- 
teresting test of floor selling which 
he admitted had other variables in it, 
but which had worked sufficiently well 
for him to keep a greater amount of 
heart in his work. 

Seems that the first 10 homemakers 
coming to the sales floor where he 
was performing, were asked to com- 
fortably recline in the softest of 
chairs while he ran through a demon- 
stration of the refrigerator he was at- 
tempting to sell. Then, he caused a 
lot of trouble for the next 10 floor 
callers; kicked the settee out the win- 
dow, made ’em stand and like it, and 
as he demonstrated each refrigerator 
feature, made ’em feel it, get their 
hands on it, let them remove shelves 
and ice cube trays; manipulate cold 
controls. His ratio of closures to 














demonstrations increased better than 
three times. So Pete had concluded 
it was a smart thing for a woman to 
get her hands on it. 

Simple thing, isn’t it? But how 
true! We fellows hunt around for 
some complex sales manipulation, like 
a Goldberg cartoon, and end up at 
the footstool of a guy like Pete who 
refuses to be anything less than natu- 
ral. That is what charms buyers— 
the sheer humanity, the naturalness, 
the earnestness that touches the heart 
rather than the head. 

I once knew a nuisance who knew all 
the answers. He was “it” in his own 
mind. He had so much rhetoric, logic 
and brains that all anyone could do 
was to listen. And, pathetically, he 
tried to sell appliances—of course, 
within himself he was constantly be- 
wildered over the fact he wasn’t the 
president of the country. His entire 
feeling was that he must endure this 
small estate in terms of occupation, 
never realizing that he was in a pro- 
fession that is the largest estate in 
terms of doing good. After arduous 
travail from his standpoint, he floun- 
dered, because he hadn’t the capacity 
to feel. He was too brilliant men- 
tally to realize that those around him 
were ruled by heartbeats more than 
headaches! He was the chanticleer 
who crowed in the morning but was 
too weatherbeaten to sell at night! 
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Makes SALES 


“Let ’em get their hands on it”, says 
Pete. And properly. The dowager out 
of Vassar or Smith with degrees be- 
hind her name that would earthquake 
the alphabet, in spite of her erudition 
has a heart. That’s the one thing 
that we appliance salesmen can be 
sure of; even though we may have to 
peel away her persiflage. When we 
finally get there, we find she pulsates 
to human emotions. Let her see. Let 
her feel. Let her taste. Let her smell. 


OMEN aren’t reasonable in the 
technical definition of the term. 
They go about spreading sunshine 
rather than sowing the seed of logic. 
The sunset sifts its glorious golden 
path across the lake—why? Surely, 
there are logical natural formats be- 
hind it, but it is appealing because of 
the play upon our emotions. When 
heart strings quiver, we become glad. 
So let’s get down to earth. We’ve 
got an appliance selling job to do. It 
is getting harder in some markets 
because of mounting saturation. Like 
any profession cr any chore, it isn’t 
a picnic to hit the pavement or talk 
all day on the floor—who wants a 
picnic anyway? But the glamour and 
gain of it become greater as we pause 
to realize that emotions are a stronger 
motivation than logic. With refriger- 
ators, washers, ranges and ironers, 
we can charm a woman into persuad- 


SMELL 





One smart salesman even 
gets his washing machine 
prospects to smell how 
fresh and clean clothes are after coming 
out of the washer. Women respond easily 
to an appeal to their senses. 


ing her husband to buy far faster 
than to argue her into the necessity 
of it all. A word picture will do more, 
oftentimes, than a syllogism. You 
can gulp with delight a frozen. dessert 
when, perhaps, you gag on a leftover, 
salvaged from the waste of the week 
which you feel free to eat because 
its microbe content still remains low. 
Sensations, rather than  neuronic 
structure, cause us to pass through 
this little sphere pleasantly! We love 
and live to enjoy. Its feelings that 
count—Pete is right! 

Make it news. Make her feel. Get 
her excited emotionally. That’s’ the 
way to rescue a greater percentage of 
closures to sales. You can’t reason 
with a woman—but you can get her 
to see, taste, feel, smell, feel. Funny 
how this primary piece of behaviorism 
has been so neglected in appliance 
selling. 

Here’s Crehacken of Arkansas who 
has constantly done a real refrigera- 
tor selling job; owner of a general 
store but specializing on appliances. 
Four years ago his wife taught him 
how he could make colorful ice cubes. 
Ever since, he has peddled them to 
the public around him. In his town 
and throughout the countryside, peo- 
ple are conscious of the value of color- 
ful refrigeration; not just the logical 
advantages, great as they are, of the 
use of left overs and the savings from 
quantity marketing. He has made a 
primal appeal and he is collecting 
the coin because people are ruled by 
their hearts. 

Tyson of Maryland gets his pros- 
pect to smell the freshness of a home 
washing—sure smells different than 
what comes out of a public laundry. 
Try the argument of danger of disease 
on Mrs. Jones in doing her own wash- 
ing against the strong sterilizing solu- 
tions of the public laundry. Doing her 
own washing, undefiled by contamina- 
tion with public laundry clothes, is 
worth the little labor she has to un- 
dergo. Why? Not because her stuff 
is cleaner under the microscopic dis- 
cernment of a logical lens but be- 
cause of heart strings, emotions and 
her sense of smell. 

So I could continue. Against the 
erudition, dictionaries, schooling that 
give so many so much ability to vault 
their defense against an inferiority 
complex, there is the sincere appli- 
ance salesman who plays on the truest 

(Please turn to page 16) 
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CTRIFI 


5 out of every 6 Farms are Live Prospects 
for Gasoline Powered Washers, Pumps, 
Light Plants, etc. 


HERE are 5,719,673 farms not connected to electric high 
lines according to a government report dated September 3, 





1937 . . . meaning that 5 out of 6 farmers are gasoline power 
prospects. Many of them are right at your own back door. 


Here’s a tremendous market you simply cannot afford to pass up. 
Dealers who ignore it are now missing substantial sales and profits. 


Remember, too, that you can get this business quicker and in 
greater volume if you handle gasoline driven equipment that 
is powered by Briggs & Stratton 4 cycle gasoline motors. 
More than a million of them have won the farmer’s confi- 
dence through unusually long life, economy of operation 
and trouble-free dependability. 


BRIGGS & STRATTON CORP., Milwaukee, Wis. 


BRIGGS & STRATTON 


GASOLINE 
MOTORS 
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Some candid shots of managers at the annual 
meeting of the International Association of 
Electrical Leagues, held at Grand Central Palace 
Oct. 6-7. 


ye 


ith Hlectrical League 





George R. “Cap'n Bilge-Water" Conover, 
| managing director of Philadelphia's Electri- 

cal Association, was elected president of 
) the |. A. E. L. for 1938. 


- MEN im NEW YORK 


Photos by LAURENCE WRAY 





| “Dick” Osgood, president of New Jersey's 
5 Essex Electrical League and G. J. Redmond, 
president, Bergen County Electrical League 

of the same state. 





J. E. "Jack" North, president of Cleveland's Bruce Fleming of NEMA's Business Develop- George Austin, of Toronto's Electrical 
Electrical League, was right in the swing ment section, kept an ear cocked on league Service League, and “father of Red Seal 
of things. promotions. wiring” lent the “international” flavor. 





O. C. Small of NEMA's Business Develop- S. S. "Sammy" Vineberg, manager of the A. H. "Gus" Jaeger of Edison G-E Appli- 


Rie Mendis. satin. sng ment section, functioned smoothly as usual Electrical League of the Niagara Frontier ance Co. (Hotpoint) talked on water heater 


and president of I.A.E.L. chats with Rex in his role of 1.A.E.L. secretary. in Buffalo talked on maintenance engineers. promotion which is right down his alley. 


/ Cole, G-E distributor. 


"Jerry" Weston, left, gets a laugh out of 
Washington's wise-cracker, "Jack" Bartlett, 
managing director of the Electric Institute 


in the Capitol City. 


G. J. Segel, at the left, manager of the New 
Orleans Association propounds a question 
to A. A. Gray’ of Chicago's Electrical 
Association. 


BE 






G. W. "Jerry" Weston, represented Kansas 
City's Electrical and Radio Association. 











a ..+ A rumbling, resonant 
A crash—and the pins are swept from 
the alley—as the ball drives into that 
1-3 pocket... . Thirty-one years ago, 
A. L. Marsh made a “strike” for the 
heating appliance makers, when he gave 
to them the first satisfactory heating 
element alloy by his discovery of the 
original nickel-chromium resistor, which 
he called Chromel (krome-L). For more 
than 100 years, the fact of electric heat 
had then been known, But it was 
never put to practical use, until Marsh 


made it possible with Chromel, in 1906. 


HOSKINS 





... For the almost one-third of a cen- 
tury, since then, the inventor has devoted 
all his efforts toward making Chromel 
better. The now widespread acceptance 
of the electric range is one of the fruits 
of those efforts... . Whoever you are, 
you may safely put your trust in elec- 
tric heating elements made of Chromel. 
For just as a good, consistent bowler 
maintains his high average. so does 
Chromel steadfastly hold its high posi- 
tion of quality. ... For technical data, 
ask for our new Catalog-L. . . . Hoskins 


Manufacturing Co., Detroit, Michigan. 


CHROMEL 


THE WIRE THAT MADE 


ELECTRIC HEAT POSSIBLE 
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STRIKE? 








Sense Appeal 


eee CONTINUED FROM PAGE |3 cemmmmmces 


of all emotions—enjoyment and the 
enrichment of homelife. He sells a 
washer and ironer which deliver 
leisure and make the housewife more 
capable of caprice. He sells a re- 
frigerator that gives the husband and 
kids more delightful meals. He isn’t 
selling products! He’s purveying rest, 
leisure, increased charm, greater 
health, more stomach appeal! As an 
appliance salesman, able to do so 
much in practical good, can you ex- 
pect to perform by egotistically want- 
ing to gain rather than give? 

So we cannot forget that we are of 
the earth, earthy. That doesn’t mean 
that we should sling mud, but it does 
mean that we should delve down to 
the solid rock of human reactions. 
Were I a crew supervisor or sales 
manager, I would keep a symbolic 
picture of a human heart hung before 
my salesmen, a continuous reminder 
to them that they should appeal to 
emotions. There are so many less 
useful industries doing it successfully 
that we must fall in line. We have 
a sales story to tell, from the emo- 
tional standpoint, that is as magnetic 
as cosmetics from the standpoint of 
keeping the young housewife fresh 
and charming. We too often think 
of the utility and the economy of it; 
too little about the mental lift of it in 
appliance selling. Women want to 
look beautiful. But what beauty can 
be restored after the impact of labori- 
ous chores occasioned by old fashioned 
housekeeping methods 

In thinking of the logic of elec- 
trical appliances, we have too often 
neglected the heart throb of them; 
the thrill, the pleasure, the enjoyment, 
the allure they make possible. And 
it seems to be such reasons that move 
buyers to scribble their names on 
the dotted line. The workers of the 
country can produce in ten days the 
necessities that will keep the country 
alive for a year. Our national pros- 
perity depends upon inducing more 
people to enjoy the luxury, the fun, 
and the ease of material things. There 
is no rational reason why your wife 
needs a new fur coat or a new hat, 
but she gets it because of the emo- 
tional values involved. She and you 
want enjoyment; those pleasures 
which enrich living. The logic of the 
purchase comes after the fun has been 
found. Probably the most sensible 
thing is to be foolish in the indulgence 
of owning many home appliances. 
And probably, the most insensible 
thing is the failure of we fellows to 
emote about their emotional values. 

We often focus so much of our 
sales talks upon things that appeal to 
the masculine that we neglect to 
arouse the sensory longings of the 
woman. There is more than what ap- 
pears on the surface in her longing 
for a new appliance. I remember a 
personnel check-up I made for a De- 
troit outfit ten years ago. In the retail 
sales crew was a chap by the name 
of Stearns who had an _ unusually 
small percentage of closures, averag- 

(Please turn to page 21) 
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with ECON-O-LITE 


the most startling 


Proof of Perform- 
ance the refrig- 
erator world has 
ever seen. 











_ In its improved 1938 form, Slid-A-Tre - 
New and improved SAV-A-STEP—the = nm neatd inieniny 06 eamatee, 
sensational swinging triple-shelf that _ oan pci haw) tos darein.. 
turns “dead storage” space on rear 
shelves into handy “front” space—con- 
tinues to be one of refrigeration’s great- 
est sales-builders. Improved for 1938, it 
is even roomier, sturdier, easier to use. — 






























And tow STEWART-WARNER 
Adds Daring Visible Proof of cconomy 


PROMISE NO. 3—The new Stewart- 
Warner gives more cold with less 
current — more food safety with 
fewer minutes of actual running 
time! And Econ-O-Lite, the most 
daring development in years, pro- 
vides visible proof instead of empty 
words to convince prospects! 
Here’s the most direct, definite, 
believable economy story ever told 
to prospects —the first where the 
housewife’s eyes furnish their own 
proof. It’s something we dare to 
introduce only because of the 
proven, nationally famous effi- 
ciency and current-economy of the 
Slo-Cycle mechanism. And it's 
something that will nail down sale 
after sale against any competition. 





Not only has the famous Twin-Cylinder Slo-Cycle PRC 
Mechanism made Econ-O-Lite possible by proving sto 
its economy in hundreds of thousands of homes spa 
It is also equally famous among dealers for its dec 
remarkable freedom from service 
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PROMISE NO. 6 — New and handier frozen PROMISE NO. 7—The easiest, fastest ice cube serv- PROMISE NO. 8—Lasting Insulation Efficiency. 
Storage space. Without sacrifice of regular food ice ever seen with the new Instant Cube Tray. An For permanent low operating cost, 1938 models are 
Space, ihe handy new Cold Storage Chest provides easy lift of the handles releases one cube or a trayful fully insulated with glass wool — rot-proof, vermin- 
deal space for extra ice cubes or frozen foods— in Freezes faster, because all-metal and is unharmed by proof, odor-proof—-durable, clean and sterile—and 
a drawer-type porcelain chest. washing in hot water and soap extremely free from moisture absorption. 





PROMISE No.9 More Than 


Advertising and Sales Support 


All the advertising power that helped smash all sales records 
in 1937—stepped up 100% and more! That’s Stewart-Warner’s 
program for toppling sales records again this season. And the 
spearhead of the attack again will be Horace Heidt and his 
famous Alemite Brigadiers—one of radio's very top orchestras, 
with millions of fans—making actual sales to prospects around 
you with broadcasts on a big Coast-to-Coast network. 


PROMISE No. 10-GREATEST NATIONAL 
MAGAZINE CAMPAIGN IN OUR HISTORY 


TEWA 


PROMISE NO, 11 — New and even greater current 
economy. New insulating materials -- plus the exclu- 
sive Stewort-Warner Vapor-Sealed Cabinet construc- 
tion—have now cut another full 159 from Stewart- 
Warner's already amazingly low current consumption. 


Doubled’ 


SVCavec Dy 
WERE saw 


Powerful ads—in color—running in Saturday Evening Post 
and Colliers throughout the entire peak season—will give 


you the greatest sales support we’ve ever put behind 


* 











PROMISE NO. 12-— Safe, Even, Constant Tem- , 


perature. The Stewart-Warner maintains safe, con- 
stant cold in every inch of food space— and proves 
it with a thermometer calibrated in actual degrees 
and placed on the sidc wall—not on the evaporator. 


Stewart-Warner refrigerators. This smashing campaign will 
send you plenty of extra prospects—already well sold. 


RT-WARNER 


PROMISE NO. 13—Easier, surer temperature con- 
trof. The exclusive illuminated airplane-type cold 
control permits easier, more accurate regulation of 
temperature than ever, and provides 16 differen? set- 
tings, including defrost position. 


PROMISE NO. 14 — All other worth-while features, too—sliding shelves, tilting shelves, interio: light, drawer-type vegetable freshener and fruit basket and many mare. 
"3 
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ing 10 calls before making his sales. 
So we got in the car and I went 
around with him. Golly, how his 
prospects loved to sit and visit be- 
cause he had the art of small talk. 
Then I called on several alone and 
asked whether they would tell me why 
they hadn’t bought but let this chap 
call back. Come to find out they 
thought he was so pleasant and they 
wanted so much to sit around and 
visit, they were afraid to give the 
order for fear he wouldn’t come back. 
So we put a plug in his sales talk, to 
the effect that after the prospect had 
bought her appliance, he would feel 
it his duty to call back occasionally, 
just to visit a minute. His closures 
bounded and when I last heard from 
him, about sixty per cent of his cus- 
tomers were drumming up plenty of 
sales for him. Of course he wasn’t 
at first using his technique right, but 
he did know one way to these women’s 
hearts and when he got to placing his 
advantage in the way it belonged, he 
began to fly. 


Compliments Work 


Here’s Hank Stone down Pennsyl- 
vania way who, with utter politeness, 
has learned the art of very neatly 
complimenting middle aged women on 
their ankles. Women who have ’em 
shapely are pretty vain about ’em. 
Their husbands have usually forgot- 
ten the art of compliment long ago. 
They are hungry for praise that 
touches some hidden pride. A chap 
comes along to give ’em what they 
have hoped someone would notice. So 
through such subtle appeals they 
come happily to buy. 

There are a lot of things which a 
woman hopes the salesman will men- 
tion to her husband that she doesn’t 
feel free to say herself; selfish gains 
to her such as leisure, pride of posses- 
sion, charm and increased sex appeal. 
Just a sentence in a sales visit when 
man and wife are together will some- 
times turn the trick. Get out in the 
kitchen or laundry—do a _ washing, 
cook a meal, learn the little use values 
and interpret them into selfish bene- 
fits for her. These should not be neg- 
lected. I know plenty of salesmen 
who may not be using the right gram- 
mar, but they’re using a lot of right 
glamour in touching the sensory long- 
ings that make the woman what she 
is! 

And greatest of all techniques, is 
to let a woman get her hands on it 
and she'll buy. There is Enlow in 
Kansas City who has worked the 
principle out in relation to a closing 
technique. He goes through his talk, 
gets out pencil and order blank; the 
woman’s mind tends to wander away 
from the decision, so as if by accident 
he drops his pencil and she usually 
stoops to pick it up, for his age, even 
though he is the greatest producer in 
town, is such to encourage that re- 
spect. Well, with pencil in hand, she 
is ready to sign, equipped to act, her 
mind back on the subject. Mr. Enlow 
told me the technique had been worth 
thousands in added retail commis- 
sions to him. 

Well there you are, boys let ’em 
get their hands on it, even down to 
the closing pencil! 
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Headlines of news 

stories that recently 

appeared in leading 

news papers through- 
out the country. 
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Houston Post Readers to Join Family 
«ace JOf Famed American Weekly on Jan. 2 








Now... More Than Ever...The American Weekly 
Stands Alone in Its Power to Help You Sell Goods 


OR the first time in its forty-one tion as the greatest advertising force in 
years of publication The American the world to help retailers move mer- 
Weekly will be distributed on a large chandise. 


scale with Sunday newspapers other than Reaching 7,000,000 families every 

those owned by Mr. W. R. Hearst. week, it will provide by far the greatest 

Effective January 2, 1938, the maga- ©Vverage of any publication in the world. 

zine, which already eae 6.000.000 What does this tremendous circulation, 
’ ’ ’ 


concentrated in the country’s richest buy- 
ing areas, mean to YOU? 

Just this: Manufacturers who advertise 
in The American Weekly give you the 
support of the most powerful single ad- 
vertising force in the world—an adver- 

Buffalo Courier-Express Minneapolis Journal tising force that assures faster turnover 

Cleveland Plain Dealer Nashville Tennessean and greater profits. Today, more than ever, 

aeabiamian tc calciae it is sound business to stock and feature 

With this new step forward, The products advertised in The American 
American Weekly enhances its reputa- Weekly. 


homes, giving it by far the largest cir- 
culation in the world, will add another 
million by including as its distributing 
publications the following Sunday news- 
papers: 


Greatest 
Circulation 
in the World 







“*The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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What Every Rabb 


NE never outgrows the boyish 

urge to oil up the old gun, 

whistle to the dog, and be 
off in the nipping autumn air on a 
rabbit hunt. The excitement of find- 
ing where the rabbits lie hidden, the 
joy of kicking them out of the grass, 
is always a thrilling adventure. 

Someone is always coming home 
with a full bag, others are arriving 
empty handed. Always there is a lot 
of talk about how in thunder one 
fellow found game, while another 
walked by the spot and saw nothing. 

Because appliance selling is as much 
of an uncertainty as hunting, the 
strategy employed by the H. B. Shank 
Company down in Ft. Wayne, In- 
diana, may be of interest to men who 
like results. In a town of 115,121 
people, in the dog days of hot July 
a firm that had only been selling ap- 
pliances two years suddenly multi- 
plied its monthly volume four times— 
did it in one week—rang up $12,653 
worth of merchandise—99 per cent of 
it to new customers. Furthermore 
the H. B. Shank Company entered the 
autumn with no old merchandise on 
its floor. 

“Sure it was a new slant to sell- 
ing,” commented Arthur J. Getz, sales 
manager. “We found a quirk in hu- 
man nature that caused real prospects 
to tip themselves off to us—and our 
men have enough hunting instinct in 
them to do the rest. The whole thing 
was built around a washing machine 
deal.” 

The Shank principal operation really 
consists of baiting business with 
credit. Mr. Getz and Mr. Shank have 
observed that everybody will go for 
anything free. A man who hasn’t the 
slightest desire to take pictures will 
enter a raffle for a camera if it costs 
him nothing. His name is worthless 
as a prospect. The same thing ap- 
plies to all these free goods contests, 
Mr. Getz believes. But credit—that 
is something else again. 

“The chance to get a free credit on 
something is worthless to the guy who 
wants something for nothing,” Mr. 
Getz explained. “On the other hand, 
the fellow who is really going to buy 
a washing machine, refrigerator, or 
vacuum cleaner does not realize that 
his desire to get a free credit toward 
one has tipped him off as a legitimate 
prospect. He isn’t getting something 
for nothing—he is just enjoying a 
chance to buy something he already 
wants at a little bit better bulge. Yet 
if he can’t win on the free credit deal, 
his name can be added to some sales- 
man’s list as a genuinely hot prospect.” 

Now a man fixing up his house has 
his pores wide open. Long ago lots 
of peddlers discovered that a home 
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A lot of prospects are hidden under 
your nose; H. B. Shank Company, 
Ft. Wayne firm, finds way to bring 


them out through “credit” deal 





Two years ago H. B. Shank added appliances to an automobile supply line 


with something new in it gave evi- 
dence that the owners were good pros- 
pects for something else. If every- 
thing was old and nothing had been 
purchased recently, they were punk 
prospects. 

So, our lad on his way to buy a 
new washing machine is, nine times 
out of ten, a man who will buy half a 
dozen other things for his home if 
the set-up is good enough. 

Working the combination deal, H. 
B. Shank’s July promotion on washing 
machines sold: 

29 radios 

28 electrical refrigerators 

60 washing machines 

1 ironer 

16 electric ranges 

9 gas ranges 
5 electric water heaters 

“This is an example of how we 
work our combination selling,” Sales 
Manager Getz explained. “Suppose 
a man comes in for an electric re- 
frigerator. ‘Mister, would you like 
to know a way in which you can get 
your electric refrigeration for nothing? 
You’re getting the juice for four cents 
a kw-hour. Buy a range and it drops 
to two cents. Put on a water heater 
and you get a one cent rate. You 
save enough on electricity to give 
you your electric refrigeration abso- 
lutely free.’ And the idea clicks.” 

H. B. Shank Company, which is 
one of those firms that has switched 
over from automobile supplies to ap- 
pliances in the last two years, has 
found that a free credit proposition 
doesn’t attract the poor risks like low 
prices do. Out of 130 sales the firm’s 
credit man turned only 11 down. Out 
of 119 sales so far analyzed, the aver- 
age ran about $150. Remember, too, 
the average chap was coming in to 
buy a washing machine around $65. 

Mr. Getz, after twenty-three years 
handling salesmen, holds that both sal- 
ary and commission are necessary for 
a small firm. He has seven salesmen, 
some on salaries, some on commission. 

“Lack of money for groceries or 
gasoline takes the life out of a man,” 
he relates. “If he is to do anything 
he has to keep his self-respect. The 
moment he is broke he tries too hard 
and doesn’t get to first base. On the 
other hand, if he makes too much 
money, many salesmen get nigger rich 
and lay down. One fellow that made 
$125 a month regularly cleaned up 
$800 in a contest. Despite advice not 
to draw it all, he did so, and for 90 
days didn’t turn in a sale until he 
was flat broke again.” 

With a salary and a small commis- 
sion a firm can control its men if 
properly directed by the sales manager. 

In idle times H. B. Shank Com- 
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pany puts its men to work on the 
10,000 accounts which lie in the books, 
mostly automobile customers. Mr. 
Getz regards these old accounts as in- 
troduced _ prospects. Recently he 
dashed out with a salesman and called 
on a family that had bought a car 
years ago. “I understand you are in 
the market for a refrigerator?” he 
asked after introducing himself. 
“What made you think that?” asked 
the housewife. 

“I heard you were downtown look- 
ing at one,” replied Getz. 

“No, we were looking at a radio,” 
she said. 

“Why not let us sell you a radio?” 

“I didn’t know you handled them.” 

“Well, we’ve got everything in the 











ABOVE 
The old automobile show room is fine 
and dandy as a place to display 
appliances 


LEFT 


Arthur J. Getz likes salesmen about 
him who know how’to find rabbits 


RIGHT 


—But the store is a long ways from 
downtown Ft. Wayne 


home appliances today and we would 
like to show them to you.” 

Practice like this can get any new 
man in a line of prospects quickly. 

Mr. Getz thinks that 10 per cent 
is a proper commission and a sales- 
man should make about $200 a month 
to be happy. He hires both old men 
and kids. One young man came from 
the cinder pits at the railroad and 
has been having great success putting 
the bee on old associates. 

The store carries automatic washers, 
RCA, and Grunow radios, L. & H. 
ranges, Detroit Jewel gas ranges, 
Leonard refrigerators, Timken oil 
burners and Stokol stokers. A variety 
is necessary to keep salesmen going 
at all seasons, Getz maintains. 
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Refrigeration 
Roliator Refrigeration protected by 10-Year Warranty 
on the three-moving-parts Rollator Compression Unit. 
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* Every survey of consumer preference 
proves that Norge appliances lead in 
customer satisfaction. And Norge con- 
sistently ranks among the first three in 
public acceptance. The 1938 line is the 
greatest in Norge history. A new dramat- 
ic sales approach will be pushed in all 
advertising, promotion and store display. 
Exclusive features in the new Norge line 


give you the most convincing show 


room demonstrations you have ever seen. 


* Every month is a profit month with 
Norge Master Merchants. There is always 
sales activity in the Norge line of Roll- 
ator Refrigerators, Concentrator Gas and 
Electric Ranges, Autobuilt Washers, Duo- 
trol Ironers and package heating and 
commercial equipment. Get full details 
now about the smashing new Norge ad- 
vertising and sales promotion program 
of simplified visual selling, that gives the 
dealer the break he’s been looking for. 


* High product turnover and liberal 
finance plans keep your capital working 
for you all the time. Low dealer and 
salesman turnover proves that men 
have found it pays to sell Norge and 
stick to Norge. The Norge dealer whose 
picture appears on this page offers a 
typical example of the opportunities a 
Norge franchise offers—a franchise more 
valuable today than ever before! Get the 
facts about Norge without delay. GE 


—— 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 


TAKE THIS TYPICAL NORGE 


DEALER’S WORD FOR IT! 


aed 
# 


FREE! 


TO APPLIANCE DEALERS! 











pP 
pro 
o 3 
, e ti 
. ° . a ck! siness _— 
“There are no off months in the appliance busi- Rever™ shat produc ” el sage sree 
matter an the P ee woodb ids 
ness for an exclusive Norge Master Merchant. By ore mon "aad ation, deale 
un r ea 
. . aa i af 
concentrating my entire efforts on the complete a u B rgWarner pook for applian’ 
. —— $10 w ee eee 
" pivi ‘ nur ew C=*#En ase 
Norge line of appliances I actually turned my ORE ichie™ oa cory ee 
inventory twelve times in that many months, and = like #0 T° ee MT eam = 
I would eo is id TP-! 
was able to show better than a 10% profit on E 
AME STAT 


my year’s Operation.” (NAME ON REQUEST) 






— 


MAIL TODAY! 
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Mrs. Murray G. White gets 

ready to give an ironer demo. 

A negro customer is interested 

in a washing machine and is 

turned over to Mrs, White for 
closing. 


Experts 


CLOSE th SALE © 


NE of the 


in retail 


biggest problems 
appliance distribu- 

tion is the business of getting 
hold of 
ing to put in a day’s work for a day’s 
pay. Once you've found them they will 
take to training like a duck to water— 
they want to know more because they 


some salesmen who are will- 


have a belief in their ability to earn 
more. 

A department store has 
time of it than a 
specialty dealer. 


even a 
straight 
They have the same 
problem in hiring and training men, 
keeping them happy through some 
fair basis of compensation, and keep- 
ing them busy the year round on dif- 
ferent appliances. But the department 
store can’t afford to take chances with 
the average type of door-bell ringer 
who will turn on the heat to grab a 
tempting commission regardless of the 
methods he The depart- 
ment store can’t monkey around with 
men 
make 


harder 


employs. 


who misrepresent merchandise, 


outlandish performance 


want to 


prom- 


ises and give away the 


store furnishings in exchange for a 
signature on the dotted line. 

The customer who buys a washer 
or a refrigerator from the depart- 
ment store will be in the next day to 
buy an outfit for the kids in the dry- 
goods department and a new handbag 
from the gal on the first floor. And 
a black eye administered by some 
high-pressure appliance salesman is 
more than likely to reverberate in a 
half-dozen departments before it is 
cleared up. 


PAGE 26 





By Laurence Wray 


At Loveman, Joseph & Loeb, Birmingham, Ala., 


department store, outside salesmen stay outside — 


and Itke it.... A new angle to the salesman problem 


That’s only one of the things you 
have to contend with in the opinion 
of W. L. McAllister, runs a 
appliance department in the 
Loveman, Joseph & store in 
Birmingham, Ala. solved that 
particular problem in a rather unique 
fashion: 


who 
leased 
Le eb 


He’s 


Outside commission men are hired 
on just that basis—that they confine 
their activities to the outside and have 
no part 
within the store. 


whatsoever in closing sales 
“We use outside men as bird-dogs 
Mr. McAllister said. 
“Naturally, we'd miss a lot of sales 
if we depended entirely on floor selling. 
All we ask of an outside man is that 
he ferret out interested prospects and 
try, if possible, to arrange for them to 
come down to the store for a demon- 
stration. Once they are 
store, the best men we have are turned 
loose on them for closing. 

“Closing is the most important part 
of the sale, anyway. Why should you 
leave it in the hands of average men? 


for business,” 


inside the 


If all salesmen were alike—equally 
good at approach, follow-through and 
closing—it would be another matter. 
But once we have an interested pros- 
pect, we prefer to get her in the store 
where she can see the merchandise and 
have someone go to work on her that 
is an expert at closing the sale.” 

McAllister has worked out an un- 
usual method of compensation for these 
two different types of salesmen. Out- 
side men—the ones responsible for the 
leg-work and the drumming up of the 
first interest—have the big edge when 
it comes to commissions. They get 
ten per cent if and when the sale is 
closed. The men on the floor who do 
the actual closing get two per cent. 
But it means that the outside men can 
keep their entire attention centered 
on getting people into the store. They 
don’t have to worry about call-backs, 
about rotating time on the floor to meet 
the prospects they called on before 
or anything outside the simple busi- 
ness of getting people to come into the 
store. 
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The inside men make out very well 
on the arrangement. Despite the fact 
that their commission is small, every 
person that is sent in is a preferred 
prospect and a normal amount of time 
spent on expert closing work results 
in a sale. If an outside man, of course, 
manages to close a sale on the spot, he 
gets the entire commission. But the 
method has resulted in eliminating 
high-pressure methods from the outside 
crew, McAllister declares. 

Prospects are all carded to insure 
the commission going to the right man 
and outside men have another ace in 
the hole in an offer of a small, inex- 
pensive souvenir to the customer who 
will go to the trouble of visiting the 
store to look over the appliances. 

The store does a big volume on radio 
sets (Philco) sells in the region of 
500 refrigerators (Leonard) a year; 
300 washers (Easy) and another 100 
ironers (Easy). Laundry equipment 
sales are in charge of an expert woman 
demonstrator and closer, Mrs. Murray 
G. White. Vacuum cleaners (Eureka) 
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Negroes are as good pay as their 
white neighbors, McAllister says. 
And they are buying appliances. 


W. L. McALLISTER 
Manager of Loveman, Joseph & Loeb's leased 
appliance department, keeps his good men 
indoors to close sales. 


are handled on a resale basis and, re- 
cently, the store has taken on a line 
of ranges (Estate & L&H) which are 
sold in a separate department. In the 
basement, second hand and floor-model 
appliances are sold at reduced prices. 
Another new addition to Mr. Mc- 
Allister’s department is the automatic 
coal stoker (Whiting) which enjoys 
a good sale in this bituminous coal 
stronghold. 

Distributors in Birmingham have 
kept a pretty tight rein on price-cutting 
and excessive trade-in allowances but a 
growing competitive policy of salesmen 
cutting their own commissions to get 
business is causing some concern. Re- 
iail outlets have adopted a sort of 
hands-off policy, feeling that it was 
a matter that concerned the salesman 
alone, but the growing habit of sales- 
men, forfeiting part of their commis- 
sion to get a sale, is having its natural 
Tepercussions in dissatisfaction and 
lowered income. Part of the reason for 
this situation can be ascribed to high 
saturation on refrigeration; high mor- 


tality on customer’s credit rating once 
the contract has been deposited by the 
salesman on the credit-manager’s desk 
and the comparatively low-income 
groups which comprise the Alabama 
market. 

Dealers in Birmingham, however, 
have been quick to sense the value of 
cooperative effort as far as advertis- 
ing is concerned. Ten dealers handling 
Easy washing machines tied in on a 
single page ad recently, along with 
Watts-Newsome, the distributor, and 
achieved a smash effect that would not 
have been possible if they had placed 
their space individually. All plugged 
the $49.95 model in their space, how- 
ever, and are planning to repeat the 
performance in the near future with a 
page on a washer model listing at 
over $100. 

Loveman, Joseph & Loeb, inciden- 
tally, have another reason for putting 
emphasis on store sales, or closing— 
their new building is entirely air condi- 
tioned—and that means something in 
Birmingham. 
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E. H. Coburn of Whiting Stoker is all set to demonstrate a model. 
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BEFORE YOU SIGN UP FOR 1938, ya: 


Right now your local Hotpoint distributor is making ready a 
spectacular preview of the most complete line of home appliances 
Hotpoint has ever offered, backed by a single, coordinated, year 
‘round selling plan that will make merchandising history! Be 
sure you see what Hotpoint has before you complete your 1938 
plans. Call or write your distributor for further information. 


EDISON GENERAL ELECTRIC APPLIANCE CO. Inc. 
5620 West Taylor Street, Chicago, Illinois 


REFRIGERATORS * ELECTRIC RANGES 
WATER HEATERS 
SANI-SINK AND DISHWASHER 
WASHERS AND IRONERS 
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| THE WASHING MACHINE 











turns to the 


EFORE Ring Lardner came 
B along and debunked baseball, 
we urchins used to get goggle 
eyed reading about the inside secrets 
of the game, and the clear eyed, clean 
living athletes who played it. Behind 
the spectacle that the nitwits saw, 
there apparently was a Drama un- 
folded for the initiated. 

Something that sounds like hoarse 
laughter greets anyone who speaks of 
“inside” anything these days. A wash- 
ing machine salesman will give a tub 
a mighty spank of his hand and curl 
up in a paroxysm of mirth if you 
hint at inside dope about the Monday 
morning chore. 

That is what makes it so tough to 
broach the subject when the real Mc- 
Coy pops up. 

For a couple of laboratories are 
hard at work digging up a lot of 
what-where-when-why-and-hows about 
laundry work that would cause a sales- 
man to open and shut his mouth like 
a goldfish if he were asked such ques- 
tions, 


aforementioned laboratories are doing 
business, and your reporter pecks this 
out with an idea of giving you a 
quick look-see at the scientific ap- 
proach. 

“What makes clothes dirty?” asked 
the babies who run those laboratories. 
This is what they found out: 


. Soot, which is carbon or graphite 

. Grease, which is like petroleum 

. Body excretions, which are like 
tallow 

Food stains, which are like albumen 

. Blood, which is nitrogenous 

. Silicates, which are like sand 


whys 


Aw 


Nobody, it appeared, could definitely 
tell how much dirt was removed by 
washing, how much the bacteria count 
went down. They couldn’t tell how 
much wear and tear there was on 
delicate fabrics, how much greying 
took place, how much water was used, 
how long it took to dry clothes, or 
what the best way was. Nobody had 
the exact answer on the amount of 
vibration or the life of a washer. 





5 sheets $9.75 
2 linen tablecloths 10.00 
2 aprons 2.50 
4 linen towels 2.00 
4 wash trousers 12.00 
7 pillow cases 3.50 
8 dish towels 2.00 


etc., possible with a washer. 


$7.35. 
$44.12!/,. 


saving possible on clothes themselves. 
laboratories are busy! 





Come Again . . Please . . 
With that Scientific Stuff — 


For those who take their facts like aspirin, we'll give a resume of the Inside 
Baseball of washer selling. Here's a sample: 


Mrs. J. A. P. of Chicago has resisted the blandishments of salesmen tor 
twenty years. She has a family of four, has laundry bills of from $4.12 to $4.97 
a week. Here is the cost price of the laundry that she sends out each week: 


Now she isn't going to bat an eye when you talk time saving, extra poundage, 
But if you can prove that home laundering with 
an electric washer may add a month's life to these garments, she will be ahead 
If you can show how she can make them last six months longer, that's 


In addition to everything else home laundry offers, here is an overpowering 
But it all has to be proved—hence the 





28 handkerchiefs 7.00 
10 shirts 15.00 
4 sport shirts 4.00 
5 pajamas 10.00 
6 collars 1.50 
18 towels 9.00 

$88.25 








A lot of the bigwigs figure the 
Strategy of selling washing machines 
tomorrow is going to consist of prov- 
ing to women that gentler methods of 
washing can add months of life to 
garments, to say nothing of greater 
softness and germ free qualities, and 
they are getting set to lay facts on 
the line that would make today’s sales- 
men blink. In St. Joseph, Michigan, 
and South Bend, Indiana, the two 


So, in the laboratories, all types of 
washers are humming, loaded with 
garments that are soiled in measure- 
able quantities. There’s not space 
here to tell of the experiments which 
are going on, but we can jot down 
a few findings. 

For example, clothes, tumbled into 
the tub are likely to be soiled in any 
of the six ways outlined above. A 


(Please turn to page 97) 
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aboratory 


Actual Tests To Produce 
Sales Ammunition Of Future 







The gentleman squinting is 
R. H. Long of 1900—test, 
for greying 


Washings can be done in 
the laboratory which equal 
those of the home for soil 





Behind this closed door 
temperature tests are run 
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as 


She is typical of the 600 women 
who, during the past summer, 
tested 1938 Leonard Refrigerators 
in their homes. These 600 homes 
are located all over the United 
States—in every state of the Union. 

The owners of these 600 Leon- 
ards kept accurate records of the 
performance of their refrigerators. 
Records of their operating cost— 
daily recordings of kitchen tem- 
peratures and temperatures inside 
the cabinets. Service calls were also 
carefully noted. These records, 








We 


MEET MRS. ANNABEL ALQUEST, OF KANSAS CITY, MO; 


now in Detroit, prove two things 
—and prove them conclusively. 

First that the 1938 Leonards are 
more efficient, more economical to 
operate, more usable and conven- 
ient than ever before. 

Second that they will reach deal- 
ers ready to perform 100 percent: 
that they will operate under any 
conditions in the homes of users 
anywhere. Truly the 1938 Leonard 
will be a “Tried and proven refrig- 
erator.” Six hundred women have 
given it their stamp of approval. 


938 LEONAR 
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SING 

















WROTE THE 1938 





LEONARD STORY! 








AND WE DO NOT BELIEVE THAT ANY MANUFACTURER 
IN THE REFRIGERATION FIELD HAS EVER HAD 


A SELLING STORY LIKE THIS TO TELL! 





It’s about the 1938 Leonard—and it comes from 
forty-eight states throughout the Union—from 600 
level-headed women in 600 typical American homes. 

One of these 600 women is Mrs. Annabel Alquest 
of Kansas City, Missouri. Multiply what she told us 
about this marvelous new Leonard by the six hun- 
dred dots on the map and you'll get some idea of 
the “performance” story that Leonard will have in 
1938. 

And get this—you dealers who want the hottest, 
surest-fire line of refrigerators to sell! This 1938 
Leonard, while it will be new to the field, is not new 
to us. It is the product of ten years of engineering 
research and laboratory tests. We believed it to be 
100 percent right when we put it on the production 
line in the spring of 1937. 

Now—as the result of a summer of tests in 600 


actual homes—we know that this 1938 Leonard is 
the most efficient, the most powerful and the most 
economical refrigerator that has ever been built. 
And that’s a statement that packs real dynamite. 


When you see the new Leonard you are going to 
have to admit that it’s also the most beautiful, the 
most convenient and the most completely usable 
refrigerator you’ve ever laid your eyes on. 


Leonard’s 57 years of refrigerator building expe- 
rience are summed up in this wonderful new product 
—and 600 women in 48 states have already given it 
their enthusiastic endorsement. 


That’s why we say that no electric refrigerator 
manufacturer has ever had a story like this to tell 
to a field organization—and no field organization has 
ever had such a selling story to tell to prospects. 


LEONARD — Division of Nash-Kelvinator Corporation, Detroit, Michigan 


Liggei] Catgaite in Kegon foday 


ELECTRICAL MERCHANDISING—NOVEMBER, 1937 


LIKE HER 
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WHAT WE MEAN BY 


PUBLIC LABELING 


1. Labeling that is done by an 
independent authoritative 


source for the protection of 


the public. 


2. Labeling that is accepted by 
the public as an_ identifica- 
tion of specified standards of 
quality. 











phasize that there is a place—an important place—in 
every store’s sales plan for Public Labels. 


The Consumer Has the Say 


pa Labels are not designed by artists 

at drawing boards. They are made by 
the public—and only by the public. They 
are the result of public trial and public 
acceptance. For over 25 years Good House- 
keeping has labeled merchandise that meets 
its standards of quality, passes its labora- 
tory tests. Merchandise so labeled with the 
Good Housekeeping Bureau and Institute 
Seals and Guaranteed as Advertised em- 
blems has also been tested by the public. 
More important—it has been accepted by 
the public. Thus that merchandise becomes 
public-labeled merchandise — public-tested, 
public-accepted. 


Most Widely Accepted Merchandise 


Likewise branded merchandise that is ad- 


ood Housekeeping 


Everywoman's Magazine 


Only the pubes 


CAN MAKE A 


PUBLIC LABEL 


NOTE: It is not our desire to debate here the question 
of private versus public labels. We merely wish to em- 


vertised in Good Housekeeping is public- 
labeled merchandise. It, too, has been 
tested and accepted by Good Housekeeping, 
and also tested by the public—and accepted 
by the public. Probably the best known, 
most widely accepted branded merchandise 
in this country is that merchandise which 
is advertised in Good Housekeeping. 


Famous American Trade Marks 


Good Housekeeping identification symbols 
are famous American trade marks. They are 
point-of-sale selling weapons that move 
merchandise because they represent only 
merchandise that meets known standards of 
quality and value. They are buying guides 
to over 2,200,000 Good Housekeeping read- 
ers, and many, many times that number 
of other women who know Good House- 
keeping approved products by reputation 
and use. 


Today Good Housekeeping labels are not 
only the property of Good Housekeeping, 
but public property, recognized everywhere 
by all women as symbols that can be trusted. 
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A first hand account of what has 
taken place in the appliance business 
| in Tupelo, Miss., since TVA power 
| was contracted for three years ago 
Left—Chisholm's Electric Shop (Hotpoint, 
Frigidaire) and, below, Woolley Electric 
Co., (G-E) two active dealerships of 
| Tupelo, Miss. 
NE of the first towns in the 
i Tennessee Valley area to con- 
tract for TVA power from 
nearby Wilson Dam, Tupelo, Miss., 
has had the eyes of the electrical in- 
dustry focused on it since 1934. 
“Here,” said TVA officials, in ef- 
fect, ‘we will prove that cheaper rates 
for electrical energy will produce a 
corresponding increase in use.” And 
: so this little town of less than 10,000 
people—if you take in the surrounding water heaters. One year later, there 
countryside—became the guinea pig were 1,229 customers on the lines and 
for one of the most far-reaching ex- they had installed 736 refrigerators, 
periments in the production, distribu- 190 ranges and 51 water heaters. 
tion and use of electrical power. The Another year later—May 1, 1936— 
now-famous “yardstick” was provided there were 1,324 customers who had 
with a potential of measurement. bought, by this time, 1,004 electric GROWTH OF CONNECTED MAJOR APPLIANCES 
Since that time, other towns in the refrigerators, 271 ranges and 75 water SINCE ADVENT OF TVA POWER 
vicinity have contracted for TVA’s heaters. , 
plentiful supply of energy—a supply Then came a little hitch in the pro- TUPELO, MISS gay er elgg + ale 
which, with new dams swinging into ceedings. Dame Nature stepped into : Water . . Wieser 
use, would seem to eventually exceed the picture and, with terrifying sud- Date Refrigerator Range Heater Refrigerator Range Heater 
the potential demand. Only a court denness, wiped out half the town May 1, 1934..... 258 19 0 0 0 0 
injunction is holding up the addition which lay helpless in the path of one June 1 pecans 329 40 6 222 196 29 
of the proud city of Memphis, Tenn. of her fairly frequent spring torna- July 1.......... 447 71 16 280 205 30 
oe y oe : ; August 1....... 476 84 21 323 216 32 
itself from the roster of municipalities does. Things like that play hob with September 1___. 517 97 25 370 233 39 
whose citizens have voted to buy ex- figures on paper whether they are October 1....... 529 111 29 391 246 45 
isting distribution systems and have I.0.U.’s or appliance saturation sta- November 1..... 540 128 33 414 267 52 
a crack at_the much-publicized cheap tistics. At any rate, when the wreck- December 1... .. 549 139 36 419 275 59 
- ‘ January 1, 1935. 559 150 43 459 300 67 
rates made available by TVA. ‘age was cleared away, the number of February 1...... 569 164 48 487 311 71 
Well, they have an example in little domestic customers had been “liqui- March 1........ 589 172 47 517 324 75 
Tupelo. What’s happened there since dated” by about 300 and a June 1 April 1 655 182 45 645 335 86 
early in 1934? check showed that nearly 250 of the May 1.......... 736 199 51 734 353 102 
a ee é ‘ June 1 794 199 55 824 378 115 
The figures tell at least part of the refrigerators that had been installed i ~ "aie 837 212 59 867 400 123 
story. On May 1, 1934, there were could no longer be counted as func- De 6 884 223 59 935 415 131 
974 domestic customers connected to tioning. The same held true for September 1.... 915 229 60 980 431 137 
the lines. These customers had in- about 60 ranges and 20 water heaters. October 1....... 939 240 62 994 439 137 
i - . . aie = 2 = November 1..... 946 247 66 998 448 140 
stalled 258 electric refrigerators, 19 But it’s people’s habit to forget December 1..... 949 253 69 1,005 460 144 
electric ranges and exactly no electric (Continued on page 94) January 1, 1936. 951 253 70 1,011 479 146 
February 1...... 953 256 71 1,019 486 147 
le 958 258 71 1,034 498 149 
| Ree 983 267 72 1,061 502 150 
| re 1,004* a71* %75* 1,084 513 154 
~ ee 785 211 55 1,080 522 158 
Below is the Kelvinator dealer— . 831 215 60 1,119 542 163 
John R, Baker. ae 870 228 64 1,155 551 165 
September 1.... 894 243 68 1,174 559 169 
Octener t....... 907 255 70 1,183 562 171 
November 1..... 910 259 73 1,189 568 172 
December 1..... 912 269 75 1,194 574 175 
January 1, 1937. 917 277 77 1,205 583 176 
February 1...... 929 287 81 1,212 589 178 
| ae 1,140 339 103 1,225 596 179 
| eee 1,163 345 104 1,260 608 187 
1,198 348 104 1,304 622 194 
June 1 1,222 353. «111 1,344 639 = -.202 
(ee 1,241 359 112 1,405 646 216 
*(Note.) The tornado which visited Tupelo, Miss., April 5, 1936, destroyed 
or put out of service many. appliances. he city, however, rendered an 
i 2 A electric bill to all customers in the devastated area for service prior to the 
Another active dealer in Tupelo carries the tornado and, in order to have the figures comparable to the total number of 
Norge line. Retail appliance activity in customers billed, no correction was made for the tornado damage until the 
= Tupelo is brisk. June 1 figures. 
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DEALERS SAY: 


“MOST REFRIGERATORS 
ARE AS LIKE AS TWO 
PEAS IN A POD” 


SF 
BUT... 


SEE THE 1938 


GIBS' Os 














a 
eo a 
= ene 
¢ ~~ oe 


e . 
ee 


the Refrigerator that 


aes DIFFERENT 


¥ : , » _ Write for information 
ei bine regarding Distributor Franchise 


Gibson Eleetrie Refrigerator Corporation 


GREENVILLE, MICHIGAN e CHICAGO: AMERICAN FURNITURE MART 


EXPORT SALES DEPARTMENT: 201 NORTH WELLS STREET, CHICAGO, U.S.A. e CABLE ADDRESS: GIBSELCO, BENTLEY CODE 
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Washington Dealers Sell 


$200,000 


WORTH OF LAMPS 





















HREE years ago the Puget 
Sound Power and Light Com- 
pany felt that something should 

be done to encourage the sale of 

LE.S. lamps in its territory. Now 

this company has long maintained a 

policy of confining its merchandising 

to the major appliances. So before 
starting out on any lamp activity, it 
asked the dealers on its lines whether 
they would be willing to have the 
utility conduct a promotional sales 
campaign on I.E.S. lamps to help in- 
troduce this merchandise. The re- 
sponse was almost uniformly favor- 
able. The event was made an all- 
employee campaign with a quota of 

1,500 lamps set; 5,600 were sold. 

The power company did not want 
to stay in the business of selling 
lamps, however; it wanted the dealers 











Prize-winning |, E. S. lamp windows 
in the campaign: Electric Supply Co., 
Wenatchee, Wash.; Kaufman-Leon- 
ard Furniture Company, Bremerton, 
Wash.; Leyda's Electric Company, 
Edmonds, Wash.; and Ilympic Hard- 
ware Co., of Port Townsend, Wash. 
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to sell them. So in 1936 the utility 
retired definitely from the portable 
lamp business and instead they spon- 
sored and promoted a _ cooperative 
dealer campaign. As part of the pro- 
gram the utility sponsored an effective 
dealers’ window display contest on 
I.E.S. lamps; also, provided active co- 
operative help on the part of the com- 
pany’s trained lighting girls from the 
Home Service Department. The con- 


test was scheduled for September and 
October to start the fall season off 
with a widespread interest in lamps. 

Dealers’ dinner meetings, held in 
various parts of the territory to stimu- 
late interest, were well attended. 
Power company advertising stressed 
lamps and home lighting throughout 
this period. The home service girls 
were also active in making customer 
contacts and referring those interested 





Pik LIGHT DEL ILM SIGHT. 


- CF _ Lamps] ml 4 
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to dealer stores for the purchase of 
lamps. Many of the girls worked 
directly with the dealers, giving in- 
structions to their employees on 
methods of lamp selling. These meet- 
ings were held at the dealer’s con- 
venience, usually.early in the morning 
in the lamp department of their own 
stores. Typical of the effectiveness 
of this work is the record of one 
furniture store in Bellingham, which 
increased its lamp department until it 
now maintains a regular stock of 500 
ILE.S. lamps. The power company 
home service department representa- 
tive helped instruct the sales force. 

The window contest brought out a 
wide response and some excellent 
entries. Department stores, furniture 
stores, hardware firms and electrical 
dealers all took part in the event, for 
which three cash prizes, of $25, $15 
and $10 respectively, were offered in 
each of the company’s six divisions. 
In addition there was a grand prize of 
$100 which went to the best window 
in the entire system and a second 
grand prize of $50 for the window 
adjudged next most effective in sales 
appeal. Direct sales value of the win- 
dow, beauty of arrangement, and orig- 
inality were considered in the selec- 
tions. Judges included: Hal King, 
President of the Seattle Advertising 
Club, Arthur T. Stewart, display man- 
ager of I. Magnin & Co., and Theo S. 
Coy, managing director of the Retail 
Furniture Association of Washington. 

From September 15, when the win- 
dow contest started, and through the 
holiday shopping to January 1, 1937 
20,000 I.E.S. lamps were sold by co- 
operating dealers. The amount on an 
estimated unit sale average of $10 
means that lamps to the value of 
$200,000 were sold by the Western 
and Central Washington dealers in 
these three and a half months. What 
is more, the stores had become per- 
manently interested in lamps. New 
departments, enlarged departments and 
increased advertising have carried on 
the good work through the succeeding 
months to the present time. 

R. W. Clark, Merchandise Mana- 
ger of the Puget Sound Power and 
Light Company, says that the selling 
in this field has just begun. On the 
basis of a sale of one I.E.S. lamp to 
each of the homes of the company’s 
system not yet so outfitted, he figures 
that there remains a market for ap- 
proximately $1,500,000 worth of 
lamps. Two lamps per home would 
increase the possibilities to $3,000,000; 
four lamps to $6,000,000—indeed, he 
sees no limit to the business which 
may be developed. 
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SELL THESE 


Telechron 
CLOCKS FOR 
CHRISTMAS-TIME 


@ The clocks on this page are repre- 
sentative of the fast-selling Telechron 
line. And now, before Christmas-time, 
they're selling faster than ever! Tele- 
chron clocks make perfect gifts — and 
there's an attractive model for every 
setting in every room in the house! 

Telechron advertising messages in 
18,000,000 issues of national magazines 
reach a grand climax with a 4-color 
page in The Saturday Evening Post in 
December. Here's advertising co-oper- 
ation that is building up a tremendous 
demand for these smart clocks. 

In addition, all kinds of dealer helps 
are provided for Telechron dealers — 
new catalogs, colorful circulars, win- 
dow displays, counter displays and 
many others. 

Be sure you have a complete range 
of Telechrons in stock. You'll have the 
biggest holiday sales you've ever had! 
See the nearest authorized Telechron 
distributor. He'll give you other impor- 
tant details, about inventories, turn- 


overs and profit. 
(Prices subject to change without notice) 


WARREN TELECHRON COMPANY 
111 Main St., Ashland, Massachusetts 


Telechron 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 


SELF-STARTING SYNCHRONOUS 
ELECTRIC CLOCKS AND SYSTEMS 


ADVISOR, Model No. 8F5!. 


up to 3'/, hours. 
retails at ‘ 
Molded ivory case, $5.50. 


case in black or brown. 


high. To retail at only...... 
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kitchen “reminder clock." Can be set 
to ring alarm at any 5-minute interval 


Black oa“ $4.95 





DOMINO, Mode! No. 3H73. A _low- 

priced popular clock. Molded plastic 

; Satin-gold 
- ial. 4/2” 

and cream-colored dial. 4'/2 $2.95 





GENDARME, Model No. 7F71. At- 
tractive alarm in either molded 
black or ivory-colored cases. Molded 
black case to retail at..... $4 5 
Ivory-colored case... .$5.50 m 


Sparkler, No. 7F7I-L. Same design 
with luminous dial. Black case, $5.95. 
Ivory molded case, $6.50. Pageant, 
No. 3F67. Same design but without 
alarm and luminous dial. 
brown case, 
case, 


Black or 
$3.95. Ivory molded 


$4.25. 





SEXTON, Model No. 7H79-L. An out- 
standing alarm clock value. Molded 
plastic yw in black or mottled 
brown. uminous numerals 

and hands. Retail price.... $4.95 
Butler, same case without luminous 
GD a bdiisnnsectacnccensaucecsecs $3.95 





SMARTSET, Mode! No. 4F73. Prima 
Vera wood with dark simulated rose- 
wood sides and base. Metal dial with 
satin-gold colored 


center. 
NNEED BE ccccesccccececeves $8.95 





BUFFET, Mode! No. 2H07. New kitchen 
or bathrom model with plastic case in 
ivory, green, white, black or red col- 

oy high, 6 7/16” wide, only 
24" deep. To retail at $3 50 





GLOBETROTTER, Model No. 8F03. A 
“world time’’ clock for radios, etc. 
Can be set to any local time zone to 
—, ~~ eo the 
world! alnut case. Retai 

BED CRY cccccccccceseccce $7.50 





CORONADO, Mode! No. 3F7!. Brown 
mahogany with Prima Vera wood side 
flutings. White and cream-colored 
dial with numerals outlined $6 75 
in black. Retails at......... ° 
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This Detroit store hasn't had a sale off the floor in three months. 


TRAILERS 


Sharp Sales 


Permit Doubling of Territory and Cu 


IR WALTER RALEIGH, 

thumbing the executioner’s ax 

when about to get the works, 
was reputed to have commented: “’Tis 
sharp medicine, but a sure cure for 
all diseases.” 

Trailers have been sold so strongly 
as a sure cure for all business ills of 
the appliance industry, that it is no 
wonder in many a firm that the Old 
Man scratches his head and says: 
“Trailers may be strong medicine, all 
right, but what are they going to do 
to mer” 

Ryal’s, over in Detroit, jumped into 
the use of trailers at the first clang 
of the gong. Says R. A. (“Doc”) 
Carlson, who has been around them 
long enough to get the seltzer water 
out of his blood: “Success with trail- 
ers depends on the men who use them. 
I would estimate that out of the eleven 
trailers attached to our six stores, two 
are idle at this minute. About four 
are operating only three or four days 
a week. Results seem to diminish in 
proportion to the excellence of the 
store location. Of our 75 salesmen, 
I think that half work with trailers, 
and half without them. But here’s a 
phenomena: About 15 of our salesmen 
are so crazy about trailers, they own 
their own! Write your own ticket.” 

In bookkeeping, Mr. Carlson advises 
writing off a trailer in two years. A 
license in Detroit costs $5 and a hitch 
$7. Although he started with $385 
trailers, he advocates buying $400 to 
$500 models because they hold more 
merchandise. 

Most successful trailer man with 
Ryal’s is John P. Hamilton who op- 
erates the Fenkell Avenue store. 

Says John Hamilton: “A big trailer 
that carries plenty of merchandise is 
the thing. After all you are taking 
the store to the customer. There 


should not be more than two men ‘0a, 


NOVEMBER, 


are 


a trailer, The idea of having 6 men 
working from a trailer is unsound as 
they clutter up the place and women 
do not like to look over merchandise 
where their pet corns are being 
trampled on. I oppose having any 
name on the trailer and repaint the 
ones used by this store frequently. 
Aiter all we want to make the public 
curious as to what is inside. Inci- 
dentally no woman likes to have it 
noised over the neighborhood that she 
is looking at an electric appliance. 
“We have no superviser. We hitch 
trailers up to salesmen’s cars and I 
put on a 25 mile governor as you'd be 





A trailer offers the quickest way to reach 
out to more territory. 
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9/6753 SMES 
in Ol 7 Ont 
SMEscee=e using this AUTOMATIC Sales Idea 


Ryal's. 


ac! L ools 


1 Cy Down of Rent 








men surprised at how many of these boys 
of on go bouncing around the country and May ey) 
anon ruin the axles and undercarriage. We wee --~ 
ndise use cheap tires as a puncture means 6 6 we 
being goodby tire, good or bad. The trailers e s 
ony are moved about 60 miles a day at a 
t the cost of 5 gallons of gas. Oil is fur- 
ontly. nished salesmen free. 
ahiie A neighborhood is usually opened 
Senel up by a series of letters sent out to 
we it old users. Hamilton offers booster 
t she fees and is always honest about paying 
them, he says. Given a few leads he 
hitch rolls into any neighborhood and makes 
at? a lot of cold calls. In refrigeration 
’d be time the trailer carries a complete line 


a 





of models and possibly a competing 
make. The day Electrical Merchandis- 
ing inspected Hamilton’s trailer there 
was a maii order model on display. 

From a standpoint of calls trailers 
do away with prospect cards and get 
quick action in a hurry. Hamilton 
makes his first call cold, tells the 
housewife he has his stuff in the trailer 
and would be glad to show it to her 
or is willing to call back and show the 
husband, On his call back, which is a 
husband and wife presentation, he gets 
results or tears up his card. 

“Nobody has ever mentioned that 
the trailer is a swell place in which 
to make a side to side comparison,” 
Hamilton said. “You can get right 
down to cases and show the prospect 
what your merchandise has got that 
makes it worth more. The fact that 
I sold 219 Frigidaires up to July 27 
ought to talk for itself in this re- 
spect.” 

The Fenkell Avenue store carries 
Ironrite ironers, Stromberg-Carlson 
radios, Thor washers and Frigidaires. 
Selling is done in three trailers, one 
costing $600, one $750 and one $850. 

“And” says Hamilton, “We haven’t 
made a sale off the floor in three 








in a single week! 


—one Automatic Merchandising Idea sold 
$16,753 worth of miscellaneous merchandise 
for the Damm Hardware Co. of Muskegon, 
Michigan. 

Automatic Electric Washers, Automatic Save- 
A-Day lroners, Refrigerators, Electric Ranges, 
Water Heaters, Pumps and miscellaneous hard- 
ware were moved from their sales floor at an 


amazing pace by this Sure Fire Automatic Sales 
and Profit Making Idea. 


If you want to see more sales action than you 
have ever before seen in your store—if you want 
to see customers crowding in the front door and 
merchandise rolling out the back door, with the 
best profit you have seen since pre-depression 
days, write at once for full details of the same 
plan that brought $16,753 sales in one week for 
the Damm Hardware Company. Write today 
for full details of this tremendous Profit Making 
Sales Plan. 


— 


a President and General Man yer 


The Automatic Line Gor, 087 includes 7 models of Washers, 5 Electric and 2 with AUT 0 M AT | C WAS u E a C 0 M PA N Y 


each ” Gas Engine, inctuding Medel 76 chew core one AcDan' lroner lea Mttine come 
months. Santon to these washers. 215 W. THIRD ST. NEWTON, IOWA 
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How this Christmas Action Dis- 
play looks in its complete form. 
The window at the back is trans- 
parent, A short distance behind 
is the outdoor scene, mounted to 


the back of the door. 








EQUIPMENT NEEDED 


1 Christmas Fireside Ensemble, 
No. E102, $4.80. 

| Night Snow Scene, No, 107M, 
$2.60. 

Both of the above are made by 
the Dennison Mfg. Co., Framing- 
ham, Mass. They may be ordered 
direct or from Carlo, Inc., Den- 
nison distributors, 220 Fifth Ave., 
New, York City. Mr. Wagner, of 
the Carlo company, has promised 
to give orders from our readers 
his careful and prompt attention. 
Send your order at once in order 
to be sure of delivery. 

| YW H.P. A.C. motor, 1800 
R.P.M. It is assumed that you 
have such a motor around, An 
Veth H.P. will answer, but the 
larger one is better. 

1 Leland Inductor Dimmer, No. 
161-233, $25.00. 

This may be ordered from The 
Leland Electric Company, Dayton, 
Ohio, or Toronto, Ont. Or, if you 
are near New York, from Andrews 
& Perillo, 39-30 Crescent St., L. I. 
City, N. Y., who are Leland dis- 
tributors. 

| Boston Gear Box, No. LB 75, 
$18.00. 

The above is obtainable from the 
Boston Gear Works, Inc., 151 La- 
fayette St.. New York City, or 
from any one of their agents 
throughout the country. The seven 
numbers given below are also 
from The Boston Gear Works 
catalogue No. 51. 

2 No. C3-10 Sprockets, 80¢, each. 
2 No. C3-10 Sprockets, $1.75, 
each, 

| Set Bevel Gears, L-103, $3.00. 
6 feet Ladder Chain, No. 2!/2, 
Untreated, 20¢ per foot. 

2 Pillar Blocks, No. PPB8, '/2-inch 
bore, 40¢, each. 

2 Pillar Blocks, No. PPBI2, 34-inch 
bore, 50¢, each. 

| Thrust Bearing, No. 1005, $1.20. 
1 Flange with set screw. 

2 Collars, '/2-inch bore. 

| Collar, %4-inch bore. 

1 2-inch Pulley for Type A V-belt. 
| 6-inch Pulley for Type A V-belt. 
1 Type A_ V-belt, Dayton or 
similar. 

| 15-inch Steel Shaft, '/2-inch dia. 
| 12-inch Steel Shaft, 34-inch dia. 
15 Carriage bolts, '4—20 x 6”. 
These are for wooden base. 

4 Carriage bolts, 4—20 x 3”. 
These are for motor plate. 
Angle Irons, Nuts, Bolts and 
Screws, as may be required. 

Last nine items are obtainable at 
most machine shop supply stores 
and many hardware stores. 
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Action Displays 


The Seventh of a Series 


ERE’S a Christmas hint. Go 
to your records and ascertain 
the total over-the-counter 


sales last Christmas—and plan to 
make the turnover this December at 
least 50% greater than last. Then 
use pencil and paper and figure how 
much more net profit will be in your 
pocket on the investment in window 
activity to accomplish that higher 
Christmas over-the-counter quota. 
With rent the same, you will be sur- 
prised to learn how much more than 
50% extra your net profits will mount 
up. 

Naturally, in order to boost counter 
sales more people must be stopped by 
display showmanship in your window. 
A daintily trimmed window interests 
very few, as you well know. How- 
ever, as every test has proven, a 
dynamically trimmed window invari- 
ably secures the attention of virtually 
everyone passing by. A weak dis- 
play stops about 5%, and the other 
95% go merrily by without a glance. 
This year reverse those figures and 
stop the 95 of those good people who 
in December are so largely in the 
mood to buy gadgets. Others have 
done and will do just that, and you 
can, too. Do it not only during the 
Christmas season, but several times 
in 1938. Be ready for other big 
seasons—refrigerators, cookers, radio 
specials, etc. An idle window is more 


By I. L. Cochrane 


wasteful than an idle salesman. 

The dynamic window display sug- 
gested in this article is centered 
around art work available at relatively 
low cost. A very artistic, colorful, 
and suitable Christmas scene is shown 
above, and may be purchased from 
the Dennison Mfg. Co. for a few 
dollars. It is not just a flat repro- 
duction, but is  three-dimensional. 
Santa and the chimney and fireplace 
fittings are made to stand out. The 
trims are also hung and are not just 
flat lithographs. The Dennison en- 
semble is 7 feet wide and 6 feet high. 
By itself it makes a very good regular 
window background trim. But in 
this display light and color in motion 
are added by throwing aside the 
paper window, behind 62-inch high 
Santa Claus, and putting in an actual 
window, with an outdoor winter scene 
in the offing, over which vivid colors 
of the rainbow are seen playing from 
lights gradually dimmed and raised 
by means of an induction dimmer. 
Besides, more action is added by the 
revolving turntable in the center of 
the platform. 

The art work cost in this display is 
relatively very small. The principal 
cost goes into the mechanism—but 


when this universal animator is put 
together its owner has a permanent 
tool to animate his window and store 
interior in literally a thousand future 
different ways. A dimmer makes pos- 
sible artistic and highly attractive mo- 
bile colored lighting limited only by 
one’s imagination. The other elements 
of the mechanism are so laid out 
that almost every motion used in 
window or store display animation is 
possible. In another article, soon to 
appear, you will be told how to add 
a very cheaply made flasher box. One 
that is flexible and may be changed 
and varied for any reasonable number 
of changes, with combination timings 
from a flash to long duration. You 
will notice shafts which have clearance 
for several future sprockets and pul- 
leys. Also, the handicraft is largely 
in the carpenter work. All moving 
parts are standard and readily as- 
sembled by a mechanic. With this 
outfit it is possible to animate a 
window with motion and mobile 
colored light, and at the same time, 
have a mobile colored light display in- 
side the store. 

To get back to this particular 
Christmas display. The frame to sup- 
port the Christmas fireside scene is 
a simple frame work of wooden strips 
covered with wall board, and then 
that is covered with crepe paper or 
whatever fanciful Yuletide materials 
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Diagram A shows shadow-box side of upright structure. Diagram AA is top 

view of same. Turntable and platform to carry small appliances with suitable 

Christmas decorations. Do not use a turntable disc larger than 36 in. diam. 

The mechanism is placed under the platform and wiring leads to shadow-box, 

to above valance and wherever changing color tones may be needed. Lamp 

holders and troughs to be any standard type to hold color dises, which dises 
may be changed until the best result is obtained. 


you have in mind. The display shown 
here is only a part. To it you must 
add merchandise, show cards, wreaths, 
Christmas trees, and other standard 
decorations in accordance with the 
size of the window. 

The platform is also not much more 
than a box, but its box-like appear- 
ance is naturally hidden by trimmings. 
The mechanism is placed directly un- 
derneath the platform in order to 
center the turntable, with the four 
wires from the inductor dimmer lead- 
ing to the shadow box back of the 
window. All this is made clear in 
the diagrams. 

When the display structure, Dia- 
gram “A” is made to hold and slightly 
mask the main picture, the paper win- 
dow is replaced by an actual window. 
Secure either a French window or 
door, or ordinary windows will an- 
swer. The window is secured to the 
frame work, with the edges masked 
by trim. A short distance behind is 
the outdoor scene which is mounted 
to the back of the door, as shown in 
Diagram “AA”. Lamp troughs should 
be placed top and bottom. Of course, 
you will play around with the colored 
gelatines until the best and most at- 
tractive color scheme has been estab- 
lished. No instructions can be given 
here on that phase. A spotlight, if 
handy, may be introduced with ex- 
cellent effect. The wooden base is 
about all the handicraft, called for; 
the metal parts, with one exception, 
are standard and only need careful 
assembly. Follow instructions in build- 
ing the base, and use good workman- 
ship in order to have the top both 
smooth and true. Use sound 2-inch 
hard lumber in tongue-and-grooved 
strips, and securely bolt all parts to- 
gether. Ball-bearing casters help to 
make the unit portable, and may be 
removed when space forbids. With 
a wooden base it is possible to nail, 
screw or bolt the unit to any part of 
a display when rigidity is required. 

Any 1800 R.P.M. A.C. motor, 


” 


Plan view. of mechanical layout. ("Diagram B") Details are given in the diagram 

and text.’ Notice that the arrangement gives five speed outlets, 1800, 600, 8, 2.7 

and .9 R.P.M. By changing sprockets and pulleys any variation of these may be 

obtained. Only two items require fabrication; all others are standard parts. 

Changes and additions will be suggested in subsequent articles in Electrical 
Merchandising. 
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Plan and side views of wooden base for 


Animating Unit. Must be solidly 
carefully constructed. 


the surface smooth and regular. 


firmly together with carriage bolts. 
These 
make the unit portable, but may have 


removable ball-bearing casters. 


to be removed at times. 


either one-eighth or one-quarter horse 
power will answer. 

The Leland Dimmer has three out- 
lets, each with a 300-watt capacity. 
However, any part of this maximum 
may be used with equally good re- 
sults. You may use 300 watts, or 
any fraction thereof on each outlet. 
This allows variations of intensity and 
color scheme to fit almost any re- 
quirement. For instance, the entire 
900 watts may not be necessary in the 
relatively small shadow box behind 
the window of this particular display. 
As a result, wires may be carried 
to any part of the store, and another 
display dramatized with mobile colored 
light. Of course, 900 watts are all 
that can be passed through this in- 
ductor dimmer—on A.C. only. In 
this setting the induction dimmer shaft 
may be used for a mechanical motion, 
with or without the colored lights, 
when a very slow speed motion is 
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(Diagram "C") 


True up from every point and make 



































Turntable section, which stands at right angles to the other mechanism. (Dia- 


and gram "D") Make both vertical support and horizontal blocks true. The vertical 


block also requires accurate placing to allow the bevel gears to accurately mesh. 
The turntable has a 10-inch metal plate, with bolt holes. To this wooden tops 


Bolt of different sizes may be bolted. The 34-inch shaft is aligned with pillar blocks 
Use set horizontally on the two projecting horizontal blocks of hard wood. This will 


take an evenly distributed load of 100 pounds on a 36-inch turntable at a speed 
of 2.7 R.P.M. The weight is carried on a thrust bearing, placed over the upper 


pillar block. A good way to form a table top is to glue, or screw together two 
discs of '/4-inch wood veneer. Correct centering is also very essential. 


useful. 

The Boston Gear box is a standard 
time-proven unit, and requires no ex- 
planation. You will notice that a V- 
belt connects the motor and reduction 
gear, operating pulleys which yields 
8 R.P.M. at the gear box outlet. 

The transmission mechanism has 
been laid out to use only standard 
parts. Only one set of gears is used 
and that cannot be very well avoided. 
A twisted round belt, the only alterna- 
tive, is a trouble maker. Sprocket 
wheels and ladder chain make a sim- 
ple arrangement, easy to set up and 
change to suit varying requirements. 

A metal plate a few inches wider 
than the motor should be bolted to the 
motor. Cut slots on both sides, as 
shown in diagram “B”. Then, place 
four carriage bolts up from the bottom 
of the wooden top to fit into these 
slots. With washers and lock nuts 
the motor is thus held into a position 


that may be varied to take care of 
belt stretch and other necessary ad- 
justments. 

The turntable mechanism diagram 
“D”, calls for a block of 2-inch 
sound lumber very carefully trued-up 
and set into the position shown. This 
block must be rigid, and so brackets 
are placed on the rear—and it might 
be well to have them on both sides, 
and also small ones in front. How- 
ever, these brackets are added after 
the whole turntable unit has been as- 
sembled and the correct position as- 
certained. It must be set to allow 
the No. L-103 bevel gears to smoothly 
mesh. Likewise, the two blocks of 
wood (about 3 inches deep), to which 
the pillar blocks are mounted, must 
be very true and uniform. When the 
above features have been attended to 
the assembly of a #-inch shaft into 
its bearings, collars and sprockets is 
a very simple matter. 


PAGE 39 





esee@eeeoeoeceeeseesceseeeveeseeoevseocecesae se 


KELWINATO 


* ELECTRIC ABI 


~ “BOODIN 





EALARING ITE GREATEST STOR, 


KELVINATOR IS COMING WITH DEVELOPMENTS THAT WILL SELL REFRIG- 
ERATORS AS THEY’VE NEVER SOLD BEFORE ... WITH A BASICALLY NEW 


METHOD IN SALES-PROMOTION AND ADVERTISING THAT THE WHOLE IN- 
DUSTRY WILL APPLAUD... WITH A BRAND-NEW KIND OF CAMPAIGN THAT'S 
HOTTER THAN A CANNON-CRACKER ... AND THIS GREAT, BIG CONTEST 
THAT’S OPEN TO EVERYONE IN THE INDUSTRY— DISTRIBUTORS, WHOLESALE 
MEN, DEALERS, DEALER SALESMEN, FRIEND OR FOE, PRESIDENT OR OFFICE 
BOY— OFFERING A $5,000 FIRST PRIZE FOR WRITING FIFTY FRANK WORDS! | i. 
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W REFRIGERATOR HISTOR, 


ETROIT, MICHIGAN—October 27th: The word is 
out: bigger things than ever before are happening 
at Kelvinator. 


Under lock and key, they have engineering develop- 
ments that will give the industry something red-hot to 
think about . . . things that dealers and their salesmen 
will cheer about, and consumers will welcome with 
open purses. 


They’ve had the courage to tackle and straighten out 
some of the biggest and toughest problems in sales- 
promotion, dealer-backing and advertising . . . and have 
come through with brilliant new plans, methods and 
campaigns that will register a smash-hit. 


To top it all off, they spring this contest idea . . . with 
a $5,000 first prize and seven other prizes bringing 
the total up to a plump $8,000 . . . open to every liv- 
ing soul connected with the whole electric appliance 


industry (except, of course, factory and office employ- 
ees of the Kelvinator Division of Nash-Kelvinator). 


The prizes will be won by the 8 persons writing the 
best fifty-word opinions of the whole shooting-match 
... after everyone has had a chance to see the new 
Kelvinators and get full details on every plan. That’s 
going to happen soon. 


It’s a cinch that everybody is watching Kelvinator like 
a hawk anyhow—friends and foes alike. And they all 
know from experience that it pays to watch Kelvinator. 


What the contest does is to put some extra fun into 
it...and some prizes hefty enough to command any- 
body’s respectful regard . . . from chairmen-of-boards 
and presidents to office boys and truck drivers. 


And they’re all heartily invited . . . with a tip to keep 
eyes peeled and ears cocked for further word on the big- 
gest, hottest story since the modern refrigerator was born. 








Clean, open displays distinguish the interior arrangement of the Brown-Johnston retail store at Spokane. 


HAT would you do if when 

you called at a farm home 

for collection of money due 
you on an electric refrigerator, you 
found the man of the house’s legs 
sticking out from under the davenport 
on which you were invited to sit, 
while his wife assured you that she 
was sorry, but she didn’t know where 
her husband was? 

This happened to Mrs. Ida B. John- 
ston of the Brown-Johnston Company 
of Spokane, Washington, once. And 
what she did about it is so character- 
istic of herself and the company she 
has helped build up that it is worth 
the telling 

But first you should know some- 
thing of the history of the woman 
who is now credit manager of the 
store, mother of Eric A. Johnston, its 
owner and manager. Mrs. Johnston, 
faced with the necessity of earning a 
living for a small son and an ailing 
husband, first took in boarders and 
then secured a job as assistant in the 
store of one of them, a Mr. Brown, 
who had established an electrical busi- 
ness in Spokane some time before. 
It was not long before she was handl- 
ing the store’s books and dealing with 
customers who wanted to buy goods 
on credit. 

And here it is interesting to record 
that while Mrs. Johnston was a clerk 
in this store the first Retail Credit 
Bureau ever to be formed anywhere 
was organized at a meeting in the 
Davenport Hotel. Mr. Brown was 
one of the’ men in attendance. They 
formed a group and established a 
bureau for interchange of informa- 
tion. Later other branches of this 
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were established in other communities 
and grew into the national organiza- 
tion which is the main stay back of 
all credit merchandising the country 
over today. 

Soon Mrs. Johnston asked the 
privilege of investing her savings in 
the firm. The story is long, but at 
any rate it ended with the formation 
of Brown-Johnston, and eventually 
the buying out of the original owner. 
Credit work for the company, has for 
twenty years been in the capable hands 
of Mrs. Johnston. 

3ut in the meantime, we have left 
the farmer’s legs sticking out from 
under that sofa and his wife blandly 
denying his presence in the house. 

“Well,” said Mrs. Johnston, faced 
with this admittedly trying situation, 
“I know where your husband is, for 
I can see his feet sticking out from 


under this davenport right now. He 
had better come out and face the 
music like a man.” Shamefacedly he 
emerged. 

Thereupon she talked to that young 
couple like a Dutch uncle, or a min- 
ister to a lost sheep from his flock. 
They had better stop running away 
from their troubles and trying to hide 
from them, she told them. They had 
obviously been very foolish and had 
thrown away their most precious pos- 
session, their reputation for character 
and honest dealing which is the foun- 
dation stone of credit. The best thing 
they could do now was to see just 
how they could build to get it back 
again. She went on to suggest ways 
and means by which they might cut 
down their outgo and increase their 
income. She suggested a boarder and 
means of getting one. And by the 





An exterior view of the Brown-Johnston store at Spokane. 


T as 


Much of the succes 
Company of Spokan 


its business ff 


time she was through she had the 
young couple on the repentent bench, 
ready to do anything she suggested 
and grateful for her interest and help. 
Incidentally, they are now upstanding 
and respected members of the com- 
munity—and good customers of the 
Brown-Johnston store. 

Another time she found a couple 
on her books for a radio, refrigerator, 
cleaner and washing machine who 
were on the black list of almost every 
store in town. They had bought an 
automobile, furniture and farm ma- 
chinery on credit, as well as electrical 
equipment, and they were obviously 
out to evade payment. They were, 
for instance, never home when called 
on. Evidently they posted a lookout 
somewhere and withdrew before the 
caller could arrive. Mrs. Johnston 
solved this problem by getting out to 
the house before the family were up 
in the morning and waiting on the 
front porch until she heard the sounds 
of the family in the dining room 
She then walked around to the rear 
of the house and through the kitchen 
into their presence. The woman of 
the house was indignant. ‘What did 
she mean by coming out at this hour 
of the morning and walking in at the 
back door?” Not a good beginning, 
you might think. But Mrs. Johnston 
realized that this family were in real 
difficulties and she soon made them 
understand that she understood their 
position. They worked hard. What 
had they to show for it? Everyone 
knew they had bought more than they 
could pay for. There was certainly 
no fun—and no honor among their 
neighbors to be had when they had to 
hide away from every visitor at the 
front door. Again she set about cap- 
ably solving their problems for them. 
She advised them to take back the 
automobile before it was repossessed 
and see what financial return they 
could get. She arranged to take back 
the radio and refrigerator which her 
store had sold. Repossession, with an 
indignant owner resisting loss of the 
property? Not at all. They were by 
this time grateful for this means of 
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helping solve their financial problem. 
These people, too, were in a position 
to take in boarders and could easily 
provide a room for the teacher. Mrs. 
Johnston laid out a whole plan of 
reconstruction for them. Gratefully, 
they carried it out. Result, a friend 
for herself and the store and, what is 
more important, a couple put on their 
feet, with character and independence 
saved. 

The point of these stories is the fact 
that Mrs. Johnston has always gone 
about handling the various depart- 
ments of an electrical business with a 
human appreciation of the fact that 
what the store is doing is helping to 
solve some real problem with which 
the customer is faced. She is collect- 
ing money for an appliance sold— 
yes. But also she is dealing with a 
human being who has somehow 
tangled up his affairs and needs help 
in straightening them out. For credit 
is truly the customer’s problem, too. 
There are few individuals who are 
simply out to rob merchants by making 
purchases and then moving out of 
town, and a few elementary precau- 
tions should weed these out before the 
credit is granted. The rest are mostly 
young people who want more than 
they have a right to and who get 
themselves into a difficulty from which 
it is almost impossible to extricate 
themselves. 

Mrs, Johnston will frequently give 
a customer with a poor credit rating 
a chance, but only after talking frankly 
with them first. She will tell them 
that they have been risking their best 
possession—their reputation in the 
community for character, and she will 
plan out with them the methods by 
which the payments are to be met. 
On the other hand, she has sometimes 
repossessed an article the day after 
its delivery. “The salesman did not 
understand the situation. You people 
simply cannot afford to buy this ap- 
pliance,” she will tell them. Or if 
the opportunity offers, she will advise 
them in advance to make a simpler 
purchase. Generally this advice, giv- 
en with a genuine interest in the 
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Brown-Johnston have a model kitchen 
installed in the window of the store. 
Mrs. Kitts, shown at the mixing bowl, 
designed the interior of the store and 
the kitchen itself. 


A trailer is standard part of the Brown- 
Johnston equipment. Note the door 
resembles a_ refrigerator. 


customer’s problem, is taken in good 
part. Occasionally a purchaser will 
protest that even on an $80 a month 
income and with four children in the 
family, he has “just as much right to 
an expensive radio as you have.” In 
which case he is advised to get it 
elsewhere. 

She has found it good practice to 
call up the customer shortly after the 
new purchase has been delivered. “Is 
everything all right?” she asks. “Does 
the customer understand fully how to 
operate the equipment? And has she 
read the contract?” Before filing it, 
says Mrs. Johnston, she thought she 
would check up to make sure that 
the amount and time of payments was 
perfectly satisfactory. If not, better 
make the change now. The answers 
to these questions, she writes down. 
This is a thoughtfulness which the 
customer interprets as a personal in- 
terest in her welfare. And the writ- 
ten record sometimes forestalls diffi- 
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culties should any question of under- 
standing the terms come up later on. 

The same principle of looking at 
things from the human angle is 
carried into the other work of the 
store. The lamp department, for in- 
stance, is one of the specialties of the 
store, which has long enjoyed a repu- 
tation for the fixtures and metal work 
done in its shop. Here, too, special 
emphasis is laid upon learning the 
customer’s problem and helping to 
meet it. It is not simply a question 
of selling a lamp, but of providing the 
proper light for the use for which it 


was intended and of fitting in with 
the customer’s decorative scheme for 


the home. Frequently the young 
woman in charge has asked for per- 
mission to visit the home in order to 
be able to advise better what is 
needed. 

Lamps are located on the mezzanine 
floor, which permits of the necessary 
low ceiling for the proper display of 
indirect types. An interesting rack 
for the display of shades is located 
on the narrow side balcony. Here in 
a space twenty feet long is erected a 

(Continued on page 93) 
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SECRETARY — Incoming students to the Westinghouse Air Conditioning School get a 


big smile from the secretary. 





EXPERT —E. Vernon Hill, consulting engi- 
neer, school lecturer, listens while R. C. 
Bonthron, Westinghouse engineer, goes 
over some fine points. 


PROBLEM— A student goes over a tough 
one with W. C. Goodwin, supervisor of 
the Westinghouse application engineer- 
ing division, shown with hand-mike. 





THE PAUSE THAT REFRESHES —coca-Cola is in order during recesses at the air condi- 


tioning school. Note the serious, concentrated expressions even when "schools out" 
temporarily. There's little room for gags in the air conditioning business. 


\ . = 
Nar 
. 


wigs 





NO THEORY HERE—students watch ’s big, hermetically-sealed condensing unit put through 
its paces on the test floor of the company's plant in East Springfield. The school is in 
a nearby building of the plant. 
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WITH COATS OF F—strict rules and frequent quizzes mark the classes in advanced air 
conditioning being conducted by Westinghouse at its East Springfield works. 


School Days 
—in Air Conditioning 


EVENTY key air conditioning application engineers from West- 

inghouse’s distributor organization begin four-weeks post grad- 
uate work at the company’s special air conditioning school in East 
Springfield, Mass. Sales Manager S. F. Myers made available the 
tuition-free school, limited the attendance, arranged for comfortable 
but low priced hotel living facilities and distributors are footing the 
bill to send their best men “back to school”—exclusive of transporta- 
tion and incidentals, distributor expenses will probably average about 
$100 per man for the 26 days. 





CONCENTRATION—One of a hundred studies in concentration on the part of students 


studying air conditioning application. This one is G. M. Abbott of the Abbott-Lester 
Company, New York and Newark. 
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NOMA = Christinas Lights 


& {Right} The Noma Cheer-O- 
Lite Tree {No. 615} with its 
glittery, silver crystal surface, 
makes a hit with everyone who 
sees it. Light in many colors glows 
through the odd shaped Christmas 
symbols. 


& {Below} 7-light Multiple Red 

~ Cap Outfit. Thoroughly weath- 
erproof for use outdoors as well 
as indoors. Noma Add-On Exten- 
sion Connector for attaching ad- 
ditional sets. Through wire red cap 
sockets for straight-line decorating. 


Outdoor _- 
; Christmas fights 
: NOMA 


MALDA LAME 


& Cheer-O-Lite Wreath 614. Solid metal background, 

with silvery spangled surface, perforated with holly 
and poinsettia design through which a light gleams in 
many colors. The candle illuminates with a natural- 
looking yellow flame. 
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e@ More people buy Noma Lights than any 
other make. Powerful national advertising, plus a record 
for dependable performance, has made NOMA the best 
known name in Christmas lighting. 

For this Christmas, Noma not only offers you the 
widest assortment of standard merchandise — but also 
an exclusive line of distinctive novelties like the Cheer- 
O-Lite tree, the Cheer-O-Lite wreath, the Walt Disney 
characters and other outstanding lighting specialties to 
speed up Christmas sales. 

Displays of real stopping power and selling power — 
smart new packages — and strong factory cooperation 
—make Noma Products easy to sell. 

Order NOMA Christmas Lights from your jobber. 
Warehouse stocks conveniently located at Chicago, New 
York, San Francisco, insure quick delivery. Noma 
Electric Corporation, 524-528 Broadway, New York. 
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NEW SILENT 
METER-MISER 


Greatest Current Saver in 
Frigidaire History! 


Best-Selling Feature of 
America’s Easiest- Selling 
Refrigerator! 


Headline news is Frigidaire’s sensational 
New Silent Meter-Miser! For this new 
miracle maker of cold is so current-stingy, 
so efficient in its operation that it saves up 
to 25% more on operating cost than even 
the current-saving Frigidaire of 1937! Saves 
more, too, on food—on ice—on upkeep! The 
greatest all-around money-saver in Frigid- 
aire history! 

The new Silent Meter- Miser, the simplest re- 
frigeration mechanism ever built, is automatically 
oiled and cooled, completely sealed against mois- 
ture, dirt—runs silently, trouble-free for years! 
Protected for 5 years against service expense. 

Outstanding Sales Producer! 

Watch the new Silent Meter-Miser help Frigidaire 

men again break all selling records! For it enables 


them to show Proof—more dramatically, more 


ica’s outstanding refrigerator buy! To give Proof 
of greatereconomy! Proof of greaterdependability ! 





The beautiful new 1938 Frigidaire with the | 


new Silent Meter-Miser. Slashes operating 


cost deeper than ever before. Saves amazingly 


more, too, on the cost of keeping food safer, 


| the cost of freezing ice, on upkeep cost. The 
convincingly than ever—that Frigidaire is Amer- new Frigidaire’s sensational performance, 


Geaming beauty, and host of improved and 
si atures make it the outstanding 


refrigerator of the year! The new line in| 
cludes 14 different models — one for every 
family’s budget. The 4 De Luxe models, fi 
ished in porcelain, range from 5.1 to 8.24 cu 
ft. sizes; the 5 Master models from 4.1 to 8.4 
cu. ft. sizes; the 3 Special models from 5.1 10 
7.2 cu. ft. sizes. The new Imperial is of 13! 


cu. ft., the new D 3-38 is of 3.1 cu. ft. capacity: 
ADVERTISEMENT?) 
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NEW “DOUBLE-EASY” 
QUICKUBE TRAY! 





Only Frigidaire Has This 
Improved Tray 





The new ‘‘Double-Easy’’ Quickube Tray — 
another sweeping triumph for Frigidaire! For no 
other refrigerator offers Ice-Trays with these 
“double-easy’’ advantages. One! Come out of the 
freezer at a finger’s touch. Two! Release ice-cubes 
instantly, 2 or a trayful at a time! A simple lift of 
a lever frees them — without work or mess! And 
cubes are 20% bigger because wasteful melting 
under a faucet is eliminated! 

And here’s another sales point. Frigidaire’s 
Quickube Traysare a//-metal. They freezeice faster, 
more solidly than trays made of any other mate- 
tial. Every tray in every Frigidaire, is a ‘‘ Double- 
Easy’’ Quickube Tray. That’s why Frigidaire 


NEW SILENT METER-MISEF 
FASTEST SELLING PACE 


Amazingly Improved New Models Save up to 25% 
More on Operating Cost Alone— Offer New and 


More Salable Features Galore! 





Dealers Get Set for Another 
Record-Smashing Year! 





Again Frigidaire has packed years of progress into one —has left others 
further behind than ever! For Frigidaire now introduces the most economical 
—the most advanced — refrigerator in all its history, the new 1938 Frigidaire 


with the new Silent Meter-Miser ! 


Ready now for Frigidaire Dealers is this sensational refrigerator that not 
only slashes current cost to an all-time low, but saves amazingly more, also, 
on the cost of keeping food safe—on the cost of freezing ice—on upkeep cost! 
A refrigerator that, in addition to unprecedented economy, offers dozens of 
other spectacular advantages that will appeal to every refrigerator buyer— 
lead Frigidaire men to new and greater sales records! 


The industry will marvel at the sales appeal 
built into the new 1938 Frigidaire! Marvel at the 
vast improvements in styling! New interior ap- 
pointments! Advanced engineering features! 


A Host of Great New Features 


Heading a list of brilliant, exclusive new 
Frigidaire developments is the new Silent Meter- 
Miser, sensational in its economy and perform- 
ance! And the new ‘‘Double-Easy’’ Quickube 
Tray that releases ice cubes quicker, easier than 
ever! Only Frigidaire has them! 

The newly styled 9-Way Adjustable Interior with 





Dealers are equipped to show proof Frigidaire offers 
the greatest ice-convenience ever known. 


new, larger, Moisture-Seal Hydrators finished in 
stainless porcelain, trimmed in chrome...the new 














READY IN 


Now—for the first time— Frigidaire Dealers 
will have brand-new year ahead models to sell 
to Christmas buyers. How that will boost sales! 
For thousands more will decide to buy the new 
1938 Frigidaire this holiday season instead of 
waiting longer. And Frigidaire Dealers will 









cash-in! . . . December issues of leading maga- 





TIME FOR CHRISTMAS! 
Increased Sales Forecast During Holidays 


zines will carry a 4-color full page advertise- 
ment announcing the new Frigidaire line! 
Frigidaire Dealers will make these advertise- 
ments their own by using specially prepared 
local advertising material, now available. The 
biggest holiday buying season in seven years 
will find Frigidaire Dealers all set to capitalize! 

















porcelain-on-steel, chrome-trimmed Cold Storage 
Tray, and the new ovenware set of 3 covered dishes 
and 2-quart water jug. ..all combine to forma 
matched, ivory-colored interior ensemble that 
can’t be beat for eye appeal! 

New ‘‘Thermo- Sealed,’’ all-steel cabinet with 
up to 23% more insulation of improved type! New, 
gleaming, chromium plated Super Freezer! New 
Close-Bar Sliding Shelves! A host of new features! 
Plus all the time- proved, self-selling exclusive 
Frigidaire features that have helped Frigidaire 
Dealers set sales records year after year! 


New Powerful Sales Strategy 


Nowonder that, with this announcement, Frigid- 
aire Dealers all across the land are off to an early 
start toward another record-breaking year! For 
the 1938 selling program is as sweepingly advanced 
as is the new Frigidaire. Sales strategy will pack 
more punch than ever! Advertising will be harder- 
hitting! Showroom material will be more impres- 
sive! Everything is set for another record-shatter- 
ing Frigidaire year! And Frigidaire Dealers will 
profit! : 

Moreover, the new 1938 Frigidaire with the new 
Silent Meter-Miser will be teady in time for the 


Christmas buying season. 
(ADVERTISEMENT) 
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NEW FRIGIDAIRE 


ELECTRIC RANGE 





Destined to Equal the Outstanding Sales Success 
of the Frigidaire Refrigerator! Has More Ad- 


vanced Cooking and Baking Features than 
Any Other 2 Ranges Combined ! 





Designed by 7,550 Women! 





Frigidaire now enters the field of electric cookery — with 
an electric range that is a sweeping advancement beyond any- 


thing now available! A range 


that offers — model for model 


— more advanced cooking and baking features than are to be 
found in any other 2 ranges combined! 


Painstakingly designed to unite in a 
single range the features voted most de- 
sirable in a nation-wide survey of 7550 
housewives, the new Frigidaire Electric 
Range is ‘‘tailor-made’’ for more rapid, 
more economical electric cookery—and is 
more practical and convenient to use than 
any other on the market! Its new Frigid- 
aire-designed Chromolox ‘‘Speed-Heat”’ 
surface units, for instance, slash the time 





and cost of surface cookery ... use % less 


current than conventional units on low 
heat! Its new ‘‘Even-Heat’’ Oven bakes 
with uniform, consistent results— with 
amazing speed! 

It’s the most attractive, complete and 
salable range package you have ever seen. 
What an opportunity it will give Frigid- 
aire Dealers as it paves the way to a new 
era of electric range sales! 





First Range Ever Designed to Unite All 


These Important Advantages — in Every 
Model, in Every Price Class! 


“SPEED-HEAT”’ 
ING UNITS. 
3 COOKING SPEEDS. 
*“LOW-LOW’’ HEAT ON EVERY UNIT. 
1-PIECE PORCELAIN CABINET. 
1-PIECE STAIN-RESISTING TOP. 
SILVER CONTACT SWITCHES. 
ARMORED WIRING. 
UTENSIL STORAGE COMPARTMENT. 
‘*‘EVEN-HEAT”’ OVEN. 
“EVENIZER”’ HEAT DISTRIBUTOR. | 
SMOKELESS BROILER. 
LARGE STAINLESS PORCELAIN | 
OVEN. 
NON-TILT SLIDING SHELVES. 
SHELF-TYPE OVEN DOOR. 
FRONT OPENING OVEN VENT. 
HYDRAULIC OVEN HEAT CON- 
TROL. 
PLUS All These Outstanding Features 
—which are either standard equipment, 
or optional on most models: 


**THERMIZER”’ COOKER. 


ENCLOSED COOK- 





**COOK-MASTER”’ CONTROL. 


COOKING TOP LAMP. 
“*TIME-SIGNAL’”’. 
CONDIMENT SET. 
WARMING DRAWER. 





5 Models in New 
Frigidaire Electric Range Line 


. . . Including a DeLuxe model, 
complete in every detail, with no 
“‘extras’’ to buy, and priced sensa- 
tionally low. Frigidaire Dealers have 
a model in every price class. All of 
uniform high quality. 











Don’t fail to see the sensational new 
Frigidaire Electric Range at your first 
opportunity. Its gleaming béauty, its 
many new, improved features and advan- 
tages make it America’s Surprise Cook- 
ing Sensation. And the many advantages 
of this sensational new Frigidaire appli- 
ance will mean increased sales and profits 
for Frigidaire Dealers everywhere. 








FRIGIDAIRE DEALERS NOW HAV 
HANGS, WATER HEATERS AND 








AMERICA’S SURPRISE COOKING SENSATION 











E 











In every price class, in every model, the new Frigidaire 
Electric Range offers more outstanding features than the two 


next best ranges combined—yet will sell at prices substan- 
tially lower than the most nearly comparable makes. 








The new Frigidaire ‘‘Even- =» 
Heat’’ Oven ends baking uncer- 


tainties! Exclusive ‘‘Evenizer’’ 
assures uniform heat distribution, 
consistent results—with amazing 
speed! Preheats to 400 degrees in 
10 minutes! Easy to clean—one- 
piece interior, with no cracks, 
crevices, sharp corners! A feature 
that will sell itself to every cus- 
tomer. 





The new Frigidaire-designed 
Chromolox ‘‘Speed-Heat’’ Cooking 
Unit. Fully enclosed. Heats amaz- 
ingly fast! Exclusive ‘‘Low-Low’”’ 
uses % less current than conven- 
tional type units. Every unit on 
every model has this feature. Flat 
contact with utensils prevents 
heat waste! Distributes heat 
evenly for longer life and better 
cooking results. A matura/l for 
demonstrating. 












(ADVERTISEMENT) 






— — 











NEW 


Rer 


Frigid: 
electric v 
that will 
automati 
of operat 
There’ 
built inte 
tric Wat 
sulation ; 
and a n¢ 
heats wd 
is consti 
operatio 
The n 
compan 
Range, 
Frigidai 
portunit 
will ush 
Sales— ( 












































aire De 
























« [EXTRA 














GENERAL MOTORS SALES CORPORATION 











REAT NEW LINE OF ELECTRIC 
LAUNDRY EQUIPMENT! 


fee NEW FRIGIDAIRE WASHER AND IRONER! 


Host of Sales Features Make Them 
Outstanding Home Laundry Appliances! 











Open Up New Profit 


Opportunities For 
Frigidaire Dealers 





Frigidaire brings to the home laun- 
dry appliance field the new Frigidaire 
Electric Washer, and the equally-re- 
markable new Frigidaire Electric 
Ironer — feature for feature outstand- 
ing appliances in their fields! With 
countless new convenience advantages 








—and amazing new beauty of design 
—these two new Frigidaire appliances 





open up new profit opportunities to 
Frigidaire Dealers everywhere! 


NEW FRIGIDAIRE ELECTRIC 
WATER HEATER! 


Remarkable New Addition | ».i0530o0"Wikctsie 


2 ° . Washer, streamlined in 
to Frigidaire Line heparin = Bae 


efficiency! Has count- 


New Frigidaire Washer 


Handsome, completely modern in style, the new 
Frigidaire Electric Washer is as streamlined in its 
washing efficiency as it is in its appearance. Ex- 
clusive tap release wringer of improved design. Tub 
is finished with lifetime porcelain, with rounded 
bottom, and is glass-wool insulated to keep water 











Frigidaire announces one of the most efficient | jess new self-selling con- ; hotter for a longer period of time. New Frigidaire 
oo gered heaters — ~— Row water nage veniences and advantages! Exclusive tap release | Saturator has been specially-designed to wash 
= will attract Ree eg a. -home-owners to | wringer of improved design. Glass-wool insulated, | clothes shades whiter . . . without wear. . . in 
automatic water heating, with its new economy | rounded bottom tub. Special chassis construction ; ae 
of operation, features and price! : : : : less time! Mechanism is completely sealed, per- 
P on, feature p . : makes possible quick, easy conversion to gasoline : ; ; 
There’s Frigidaire and General Motors quality | engine. manently-oiled. All models can be quickly, easily 
built into every detail of this new Frigidaire Elec- New Frigidaire Saturator (inset). Washes clothes | converted to gasoline engines, thanks to special 


tric Water Heater. New, improved glass-wool in- cleaner—without wear—in less time! Driving | chassis construction. 
sulation; new, more efficient type thermostat; | mechanism is permanently oiled,completely sealed. ia 
and a new, improved type of heating unit — that Biggest sales feature in entire washer field. New Frigidaire Ironer 


heats water faster, at less current cost. And it : Ee . a 

is constructed for years of dependable, reliable New exclusive The new Frigidaire Electric Ironer is compactly- 

operation! tap release | built, beautifully-styled—and is remarkably easy- 
wringer of the | +. use, Has many new convenience features. Irons 


The new Frigidaire Electric Water Heater is a Pe Bee 
companion worthy of the new Frigidaire Electric Plastic Washer. clothes efficiently, easily, speedily. An ironer that 


Range, Washer and Ironer—and the world-famous : c s s : 7 , 
Frigidaire Refrigerator! See it at your earliest op- Note its beauti- | will sell itself with a single demonstration! 











portunity! This sensational new low-cost heater a Se ful, massive styl- Outstanding products in an extremely profitable 
will usher in a new era of electric water heater ot ; Re _ re = field, the new Frigidaire Electric Washer and new 
sales—offers amazing sales possibilities to Frigid- | top’’ and it releases pressure instantly. A safety ‘ idai ; 

aire Dealers! . ” feature that has tremendous sales appeal! Frigidaire Electric Ironer offer amazing sales pos- 





sibilities to Frigidaire Dealers. (apvERTISEMENT) 














































is continually offering something 


new and better. That is why 


ROYAL 
DEALERS 


ENJOY A STEADY, 
PROFITABLE BUSINESS 















Our constant aim is to help Royal 
Dealers sell more merchandise. 
They are constantly being supplied 
with attractive merchandising plans 
—new advertising material—and 
new merchandise—backed by 
consistent national and local adver- 
tising. 


@ Local Sales Plans 
@ Movie Tie-in 
®@ National Magazine Ads 


@ Attention Getting Dis- 
plays 
value mer- 
chandising 
specials 


q Here’s the Latest Addition to the 

| Royal Line— 

| ” 
- Royat “BasBy GRAND 


A great new Royal Hand Cleaner 
with a revolving brush—powerful 
suction—beautiful design—will do a 
real cleaning job. 


e Blue Bag Model 161 


e Red and Black Bag Model 
157 


| ORDER TODAY — and PROFIT 
Mr. Dealer—Royal’s NEW Promotion 
“HOLLYWOOD goes ROYAL” 


is bringing in customers! 





THE P. A. GEIER COMPANY 


NTINENTAL ELECTRIK OMPANY. LTD Toront int.. Car 
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STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


RANGES 


The NEMA range membership, com- 
posed of 12 manufacturers, sold a total 
of 27,180 household electric ranges in 
September, or 8.1% more than in Sep- 
tember 1936. With these totals at hand, 
the nine months’ volume has reached a 
total of 331,223 ranges, which is not only 
36.1% in excess of comparable sales of 
last year but is practically equal to the 
industry unit volume for the full year 
of 1936. Average prices, at manufac- 
turers’ value, rising from $69.39 in 1936 
to $71.22 in 1937, have given the dollar 
volume a lead of 40% over the nine 
months’ business of 1936 


September 1937 .. 27,180 units, valued* at 
019,019 

25,142 units, valued at 
1,746,023 

9 Months 1937 ..311,223 units, valued at 
$22,163,839 

9 Months 1936 ..228,129 units, valued at 
$15,830,233 


Saturation, January 1937—1,735,450 
homes, or 7.9% of total wired homes. 


¥ 
VACUUM CLEANERS 


In reporting September sales of floor 
cleaners 4.9% above September 1936, a 
release of the Vacuum Cleaner Manu- 
facturers Association points out that the 
industry has just completed the largest 
third quarter in the industry’s history, in- 
creasing 24.7% over the same quarter of 
1936. Accumulative unit sales of the 
nine months’ period advanced 21.82% 
over similar records of 1936 and 59.33% 
over the nine months of 1935. 

With, hand cleaners, September sales 
dropped 26.01% under September 1936, 
giving the industry its first set-back in 
sixteen months, but the nine months’ ac- 
cumulative volume was better by 34.56% 
than the corresponding total of 1936 and 
57.33% better than that of 1935. 


September 1937 .. 110,080 floor cleaners 
and 28,944 hand cleaners 
September 1936 .. 102,944 floor cleaners 
and 39,118 hand cleaners 
9 Months 1937 ..1,003,807 floor cleaners 
and 334,630 hand cleaners 

9 Months 1936 .. 
and 248,688 hand cleaners 


September 1936 .. 


823,981 floor cleaners 


Saturation, January 1937—10,700,039 
homes, or 48.9% of total wired homes. 
v 
STOKERS 


Substantial increases of 18.42% for 
September and of 44.65% for the nine 
months’ period, compared with similar 
months of 1936, was reported for resi- 
dential and small stokers by the Depart- 
ment of Commerce, covering the produc- 
tion of 108 manufacturers. Contrasted 
with 1935, these small stokers (Class 1 
and 2, capacity up to 100 Ibs. coal an 
hour) exceeded the September output by 
105.31% and the nine months’ output by 
172.34%. 

For the larger stokers (Class 3, gen- 
eral apartment house and small commer- 
cial heating jobs) a loss of 13.46% was 
reported for September 1937 compared 
with September 1936 but a gain of 5.18% 
compared with September 1935. For the 
nine months period, accumulative unit 
sales were 8.48% under the 1936 volume 
but 23.12% above that of 1935. 


Class land 2 Class 3 


September 1937 .... 17,836 933 
September 1936 . 15,061 1,078 
9 Months 1937 .... 68,043 3,258 


9 Months 1936 .... 47 038 3,560 


NOVEMBER, 


WATER HEATERS 


Reports of NEMA indicate a rise of 
21.2% in number of household elec- 
trically-operated water heaters, storage 
type, sold by NEMA members in Sep- 
tember 1937 versus September 1936, with 
the nine months’ volume up 43.3%. At 
the same time, because of the advance in 
average price from $47.13 in 1937 to 
$47.98 in 1937, the dollar volume of the 
nine months’ ‘period is reported to be 
45.8% higher than that of last year. 


September 1937 .. 6,105 units, valued* at 
September 1936 .. 
9 Months 1937 
9 Months 1936 


5,037 units, valued at 

236,538 

. 80,727 units, valued at 
873,322 

. 56,351 units, valued at 
f 91 


*Manufacturers’, not retail, value. 
Vv 
IRONERS 


An increase of 12.42% of ironer sales 
of September, compared with Septembr 
1936, ran the nine months’ total volume 
up 8.26% beyond comparable sales of 
last year. According to the American 
Washing Machine Manufacturers As- 
sociation, compilers of ironer statistics, 
the advance in ironer sales may be at- 
tributed in part to the growing practice 
of planning fully equipped home launder- 
ing rooms in new construction and in 
remodeling work. Compared with 1935, 
the September volume represented a gain 
of 27.42% for the month’s business and 
a gain of 36.09% for the nine months’ 
accumulative. 


September 1937 ......... 19,094 ironers 
September 1936 ......... 16,985 ironers 
9 Months 1937 ......... 147,683 ironers 
9 Months 1936 ......... 136,413 ironers 

Saturation, January 1937—1,192,002 


homes, or 5.5% of total wired homes. 
v 
GAS ENGINE WASHERS 


Gas engine washers came closer in Sep- 
tember to meeting comparable sales rec- 
ords of 1936 than in any month since 
May when the downward course first 
took effect. According to data compiled 
by the American Washing Machine 
Manufacturers Association, the unit vol- 
ume of September was but 3.59% short 
of September 1936, but was 3.6% ahead 
of September 1935. 

For the nine months, accumulative unit 
sales were reported at 8.46% under the 
corresponding volume of 1936 and 1.26% 
under that of 1935, but this situation was 
brightened by the report that the $70- 
and-over models, yielding an average price 
of $100.72, accounted for 85.28% of the 
nine months volume—which last season 
represented but 83.09% of the three- 
quarter volume at an average price of 


$96.51 


September 1937 19,305 gas engine washers 
September 1936 20,024 gas engine washers 
9 Months 1937 149,273 gas engine washers 
9 Months 1936 163,076 gas engine washers 


Gas Engine Washer Sales, by Price Classifications, 
9 Months 


ont 
——1937—. ——1936-._ Unit 
% to Incr. or 
Unite Total Units Total Deer. 
21,972 14.73 27,578 16.91—20.33 


Below $70.00... 
$70 and over.... 127,301 85.28 135,498 83.09—- 6.05 
Total....... 149,273 100.00 163,076 100.00— 8.46 
=a SSS _/ Ss SS 
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WASHERS 


While September was disappointing 
from the standpoint of unit sales, falling 
16.07% behind September 1936 and 
4.02% behind September 1935, the nine 
months’ accumulative total bolstered by 
the large gains of earlier months reg- 
istered important increases of 2.43% over 
the nine months of 1936 and 30.21% over 
the nine months of 1935. Inasmuch as 
both 1935 and 1936 were record years for 
electric washers, the 1937 volume be- 
speaks excellent progress for the industry, 
particularly in view of the heavy sales 
in the higher priced models. According 
to current reports from the American 
Washing Machine Manufacturers Asso- 
ciation, electric washers retailing for $70- 
and-over not only accounted for 36.33% 
of the nine months’ total business, com- 
pared with 24.18% in the same months 
of 1936, but showed a gain of 53.86% 


over similar sales of last year. 


September 1937......... 129,930 washers 
September 1936......... 154,811 washers 
9 Months 1937......... 1,245,482 washers 
9 Months 1936......... 1,215,986 washers 


Saturation, January 1937—11,496,457 
homes, or 52.2% of total wired homes. 


Electric Washer Sales, by Price Classifications, 
9 Month 





onths 
1937-—— —————— Unit 
4 to % to Iner. or 


Below $40.00... 71,209 5.72 87,138 7.17 —18.28 
$40 to $49.99... 194,676 15.63 281,873 23.18 —30.93 
$50 to $69.99... 527,125 42.32 552,887 45.47 — 4.66 
$70 and over... 452,472 36.33 294,088 24.18 +53.86 


Total..... 1,245,482 100.00 1,215, 986 100.00 + 2.43 








¥ 
OIL BURNERS 


Despite a decline of 5.4% in shipments 
of household mechanically operated oil 
burners in September, the nine months’ 
period showed a gain of 8.1% over com- 
parable business of 1936. Following are 
shipments reported to the Department of 
Commerce by 178 identical manufacturers 
whose output is said to account for 86% 
of the industry total. 


September 1937....... 28,142 oil burners 
September 1936....... 29,770 oil burners 
9 Months 1937....... 117,012 oil burners 
9 Months 1936....... 108,279 oil burners 


Saturation, January 1937 — 1,181,604 
homes, or 5.4% of total wired homes. 


Vv 
HOUSEHOLD ELECTRICAL APPLIANCE 
EXPORTS 


Washing Machines 
Units Mfrs. Value 


8 Months 1987........ *. rr $1,397, = 
8 Months 1936........ 944 657.815 
% 1937 Increase...... 117. 38% 112.38% 
Vacuum Cleaners 
8 Months 1937........ 19,704 $374,045 
8 Months 1936........ 22.028 356.704 
% 1937 Decrease...... —10.55% —1.86% 
Irons 
8 Months 1937........ 155,633 $262,651 
8 Months 1936........ 108.970 170,982 
% 1937 Increase...... 42.82% 53.61% 
Ranges 
8 Months 1937........ 6,071 $359,654 
8 Months 1936........ 5,726 347 648 
% 1937 Increase...... 6.02% 3.45% 
Heating and Cooking Appliances 
8 Months 1937........ 169 666 $518,440 
8 Months 1936........ 135.580 403 554 
% 1937 Increase...... 25.14% 28.47% 
Clocks 
8 Months 1937........ 106,406 $258,870 
8 Months 1936........ 64.853 176.380 
% 1937 Increase...... 64.07 % 46.77% 
Refrigerators 
8 Months 1987........ 138,058 $10,379,969 
8 Months 1936........ 124,128 9.193.995 
% 1937 Increase...... 11.22% 12.90% 
Radio Sets 
8 Months 1937........ 437,042 $10,775,208 
8 Months 1936........ 379,209 9,396,330 
% 1937 Increase...... 11.52% 14.67% 
Radio Tubes 
8 Months 1937........ 7,344,787 $2,872,176 
8 Months 1936........ 5,461,986 2.300.526 
% 1937 Increase...... 34.47% 24.85% 








NORGE AUTOBUILT 
WASHERS 











Many appliance deal- 
ers and thousands of 
satisfied users have 
learned the built-in 
value of Norge Autobuilt Washers. 
Users have found that the ouf- 
standing Norge features—Super- 
Safe Pressure-Indicator Wringer, 
Feather-Weight Agitator, Steam- 
Sealed Cover and Autobuilt Trans- 
mission — make washing easier, 





safer, faster. Dealers know the sales 
value of the silent, reliable, self-oil- 
ing Sunlight motors that power 
Norge Washers. They realize the 
customer satisfaction and the free- 
dom from warranty work and re- 
pairs that the use of Sunlight motors 
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SUNLIGHT MOTORS 


assures. They know that Sunlight 
motors add to the value of the 


Norge franchise. Sunlight Electrical 
Division, General Motors Corpora- 
tion, Warren, Ohio. 
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AND THIS C 
' with the exclusive holiday 


MATCHED MONOGRAM 


ASSORTMENT 


ight in step with the 
odern vogue for initialed 
iiverware and tableware... 
estinghouse exclusively 
Offers electrical appliances 
Monogrammed free with any 





initial desired. Here’s a 
“natural” for plus-profit 
Christmas gift business .. . 
ask your Westinghouse rep- 
resentative for details of 
Free Monogram Set Offer. 


MONOGRAMMED TABLE APPLIANCES 


: Westinghous 
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HERE IS THE LINE TO SUPPLEMENT 
YOUR REFRIGERATOR 
SALES PROGRAM 


Fill in the sales valleys 
with profitable Washer 
and Ironer business 
—keep your sales- 
men active and 
making money. This 
complete all white 
matched line gives 
you top acceptance. 
Ask for details of 
special Holiday pro- 
motion plans. 


Westinghouse 


Matched Line of 
WASHERS AND IRONERS 


THE ONLY 


usp S 


ECONOMIZER SPEED UNIT 


Clean — beyond all comparison. 
Economical — proved greater savings, from 18% to 46%. 
Better Cooking Results — four heat intensities for every 
cooking need. 
These and other Kitchen-proved advantages make Corox a 
vital range selling feature — a real money-maker for dealers. 


Westinghouse ie ELECTRIC RANGES 


e % 5" 


Resistance 
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LET G-E MOTORS HELP YOU 


G MOTORS aren’t going to grab prospects off 
but they will help you close the sale. Suppose that a 
woman comes into your store to buy a washer. She likes 


the street and make them buy your appliances, 


the wringer, the tub, and the mechanism of your ma- 
chine. Then she comes to the G-E motor. 


She has heard from friends about the high quality of 
G-E equipment, or perhaps her old dependable washer 
was equipped with a G-E motor—General Electric has 
been making motors for many years, and millions are in 
service today. In either case, the G-E monogram 
is visible evidence of reliable electric equipment. 
Add this to the other good features of your 
washers, and it won’t be long until you are 
asking the 


address and when delivery is 


desired. 


Filing No. 8260 





GENERAL @Q ELECTRIC 





E believe that a prosperous appliance business is 

based on satisfied customers—they return to buy 
other appliances, and they say things that make their 
friends your friends. Here is how G-E motors, with their 
many years of trouble-free service, help to sell you and 
your products. 


By constant research, General Electric has been build- 
ing increasingly improved motors to match the similar 
improvement in electric appliances. For example, the 
rotor is now indestructible, and washer motors will last, 
without reoiling, for the life of the machines up- 
on which they are originally mounted. Every G-E 
motor is carefully checked and given a two-hour 
test run. You can be sure that they will do their 
part to keep your appliances operating satis- 
factorily. General Electric, Schenectady, N. Y. 


070-213 
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Electrical Merchandising Review oh the Menth 
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TWO PRESIDENTS SIGN THE REGISTER 








Professor Henry B. Dates, left, president-elect, and G. Bertram Regar, 
retiring president of the Illuminating Engineering Society, register simul- 
taneously at the 3lst annual convention of the society held September 
27-30 at White Sulphur Springs, W. Va. 





$100,000 RADIO DRIVE IN 
NORTHERN CALIFORNIA 


SAN FRANCISCO—Launching a big 
fali radio sales campaign in northern 
California, the Pacific Radio Institute and 
the Electric Appliance Society of north- 
ern California staged a record meeting at 
the Western Furniture Mart, San Fran- 
cisco, September 29. The campaign, be- 
gun October 11 and running to the 30th, 
was estimated to embrace a blanket cover- 
age of advertising in northern California 
exceeding $100,000 during the period of 
the campaign, both by the distributors 
and the Pacific Gas and Electric Co. 
Free broadcast time on the radio chains 
was also pledged. Bill-stickers to 200,000 
domestic customers of the utility, co- 
operative radio displays in 73 power 
company offices, utility advertising of 
radio in 285 daily and weekly papers, plus 
dealers’ window displays employing color 
display cards, use of slides in 72 small 
town movie theaters, and a number of 
other contributory features for obtaining 
newspaper publicity comprised the out- 
line of the campaign. 

The slogan of the campaign was 
“You're There in Person with 1938 High 
Fidelity Radio.” 

George H. Eberhard, president of the 
Pacific Radio Institute, presided, with 
Ernest Ingold, former Atwater-Kent dis- 
tributor as toastmaster for the occasion. 
Arrangements had been made by Arthur 

Owe, managing director of the Pacific 
Radio Institute. 
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Nash-Kelvinator Declares 25¢ 
Dividend 


CHICAGO—A dividend of twenty-five 
cents per share payable on November 
20, 1937 to stockholders of record at the 
close of business, October 30, 1937, was 
declared at a meeting of the Board of 
Directors of Nash-Kelvinator Corpora- 
tion held in Chicago October 5, 1937. 


AGENCY MEETING DENOUNCES RURAL 
ELECTRIFICATION PROPAGANDA 


'Calls on Farm Papers to 
Present True Picture of 
Highlines 


MILWAUKEE—“Me buy a gasoline 
powered washer when the highline will 
be along here in a few months? Nuts! 
I'll wait.” : 

Had Walter F. Dunlap, president of 
Klau-Van Pieterson-Dunlap Advertising 
Agency, Milwaukee, and a leader in ap- 

| phance sales promotion, been a slang 
| juggler, he might have tossed the above 
sentence to the thirty-four agricultural 
publication representatives who devoured 
his lunch recently and wondered why 
they were his guests in Milwaukee. 

Such a phrase would have summed up 
the story, for in a banner year for crops 
Mr. Dunlap had seen gasoline powered 
washer sales fall, in the first seven 
months of the year, from 1936's 121,470 
to 115,548. Sales of milking machines, 
cream separators, and other appliances 
were languishing in favor of future buys 
run by electricity. 

“The fact that 440 millions of dollars 
has been set up by the Rural Electrifica- 
tion Administration for farm highlines 
has been given wide publicity in your 
columns,” Mr. Dunlap told the agri- 
cultural publishers. “It has led farmers 
to jump at a lot of wrong conclusions. 

“Farm electrification is decidedly not 
just around the corner. At the present 
rate, it will be 22 years before the job is 
done. There are vast areas which will 
never see highlines, because there are 
fewer than three farms to a mile. Then, 
mark this: It costs from $200 to $1,000 
to wire a farm, and in the 2,600,000 farms 
occupied by tenants, it is extremely un- 
likely electricity will be enjoyed. It is 





equally unbelievable that electricity is 








“NICE GOIN', MR. BUZZARD!" 








Tom Joyce of RCA-Victor presents a check for $250 to A. J. Buzzard of Pitts- 
burgh's Spear & Company, for the best window display during a campaign 


sponsored by Hambura Bros., distributors. 


Over 1,200 dealers and salesmen 


attended the Hamburg meeting held at the William Penn Hotel, September 21. 


1937 








GRUB-TIME 








Charles Bronson of Country Gentle- 
man magazine and W. F. Dunlap, 
president of Klau-Van Peterson ad- 
vertising agency in Milwaukee, stop 
for a bite 


going to the 1,000,000 farms whose build- 
ings are worth less than $500. Then 
when you understand that from 20 to 30 
per cent of the farms already on the 
highlines refuse to take service, it is 
obvious that complete rural electrifica- 
tion is not going to be realized. 

“Why should they take it when this 
country annually sees only a 2 per cent 
increase in the number of bathtubs? A 
3 per cent increase of cold water systems? 
A 2 per cent growth in hot water sys- 
tems? Or an increase of only 4 per 
cent in the number that buy furnaces or 
milking machines? 

“The $8 or $9 a month electric bill 
that farmers must pay in honestly run 
systems will let a lot more out. To repay 
the REA’s loan of $1,000 a mile for 
highlines must come, per farmer, at least 
$24 a year interest and amortization. It 
costs at least $15 a year for replacements 
and repairs, $10 for depreciation even 
figured on a thirty-three year basis. 
There is $4.95 for taxes, and a 30 kwhr. 
line loss per farm. I estimate it will 
cost the farmer $6.76 per month at the 
lowest possible minimum. Farm electri- 
fication is a long way off, at present ex- 
tensions, and at honest costs it cannot be 
afforded by all.” 

As a result, said Lee Archer, space 
buyer for the agency, the legitimate ap- 
pliances suited to farm use are being side- 
tracked because of a mistaken publicity 
being given to rural electrification. 
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ALBANY OPENS FIRST 
FIVE STAR MODEL HOME 








With no blowing of trumpets and trampling mobs, the New York Power & Light 
Company in Albany, N. Y., opened two "Five-Star" demonstration electrical homes 
recently and, under the direction of J. H. Van Aernam, the company's commercial 
manager, went to work quietly with builders, architects and special «groups to 


demonstrate what modern living means. The home, 
for eye comfort, and boasting step-savin 
conditioning’ ‘—the five stars—has novel 


“wired for the future, lighted 


kitchens, automatic hot water and air 
emonstration features. One room, seen 


in the large picture, has a broken down wall to show wiring, piping, insulation, etc. 
The same room has a simple lighting demonstration seen at upper right. Above 
and at the left are the electric kitchen and modern laundry. Mr. Van Aernam may 
well claim credit for being virtually the "father" of the electrical home movement, 
having first broached the plan nearly twenty years ago. 





TWO PORCELAIN ENAMEL MEETINGS 
BREAK RECORDS FOR ATTENDANCE 


CHICAGO, Ill.—The week of October 
11, as predicted, was the most out- 
standing in the porcelain enameling in- 
dustry’s history. 

At the Hotel Congress in Chicago on 
October 11 and 12, executives from 
member-companies of the Porcelain 
Enam | Institute and others assembled 
for the Institute’s Seventh Annual 
Meeting to hear outlined the most am- 
bitious program ever attempted by the 
industry. This new program, effective 
January 1, 1938, will be a continuation 
of that conducted for the last several 
years with expanded advertising, pro- 
motional and research activities. Promi- 
nent in the work will be a continued 
trade and technical trade paper advertis- 
ing campaign, increased direct-by-mail ad- 
vertising, continuation of Institute fellow- 
ships at the Ohio State University and 
the National Bureau of Standards and 
the publication of additional technical 
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treatises. In addition increased emphasis 
will be placed on contact with present and 
prospective members of the Institute. 
Officers elected for the coming year 
at the annual meeting are: F. E. Hodek, 
Jr., General Porcelain Enameling & 
Mfg. Co., Chicago, president; H. D. 
Chase, Chicago Vitreous Enamel Prod- 
uct Co. Chicago, vice-president, in 
charge of advertising and promotion; 
Richard H. Turk, Porcelain Enamel & 
Mfg. Co., Baltimore, vice-president in 
charge of research; Wm. MHogenson, 
Chicago Vitreous Enamel Product Co., 
Chicago, who was re-elected treasurer 
for the seventh time;--and George P. 
MacKnight, managing director of the 
Institute, who was re-elected secretary. 
The executive committee of the In- 
stitute for 1937-38 will consist of the 
officers, with the exception of the secre- 
tary, «nd the following: George S. 
Blome, Baltimore Enamel & Novelty 


F. E. Hodek, Jr., newly-elected 
president, Porcelain Enamel In- 
stitute. 


NOVEMBER, 





Co., Baltimore; Robert G. Calton, Ten- 
nessee Enamel "Mfg. Co., Nashville; Ed- 
gar H. Weil, Vitreous’ Steel Products 
Co., Cleveland; Rudolf W. Staud, Ben- 
jamin Electric Mfg. Co., Des Plaines, 
Ill.; P. B. McBride, Porcelain Metals 
Corp., Louisville; Ernest Richardson, 
Ingram- Richardson Mfg. Co., Beaver 
Falls, Pa.; W. Russell Greer, Porce- 
lain Enamel & Mfg. Co., Baltimore; 
R. A. Weaver, Ferro Enamel Corp., 
Cleveland; W. F. Wenning, Ceramic 
Color & Chemical Mfg. Co, New 
Brighton, Pa., and H. V. Mercer, Amer- 
ican Rolling Mill Co., Middletown, 
Ohio. Two members of the executive 
committee were elected from each of the 
following divisions of the Institute: frit, 
table top, jobbing, sign and cooperating. 

Members of the board of trustees, five 
of whom were elected from each ‘divi- 
sion, are given at the end of this ar- 
ticle. 

At the Ohio State University in Co- 
lumbus, Ohio, October 13, 14 and 15, 
more than 230 executive and enamelers 
—a record breaker—assembled for the 
Second Porcelain Enamel Institute 
Forum. Some fears had been expressed 
that, by holding the Second Forum so 
closely to the first one in May of this 
year, and because this Second Forum 
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was being conducted during the same 
week as the Institute’s Annual Meeting 
the attendance would be small. As a 
matter of tact, attendance at the second 
Forum was considerably larger than at 
the first, and consensus of those who at- 
tended was that this will continue to be 
an outstanding event in the work of the 
industry. The same committee was in 
charge of this Forum as the first: 
namely, Mr. Hodek, chairman, and A. I. 





Andrews, University of Illinois; R. M. 
King, the Ohio State University, and 
J. k. Hansen, Ferro Enamel Corp. As 
previously announced, the Forum will 
rotate between the Ohio State Univer- 
sity and the University of Illinois. 
While no definite date has been set for 
the Third Forum, Chairman Hodek has 
announced that it will be held some 
time during the fall of 1938. 


C. E. SWARTZBAUGH WINS McGRAW 
AWARD FOR MANUFACTURERS, 1937 


Patterson of Toronto Receives Contractor Medal 


NEW YORK, N. Y.—Two men 
prominent in different branches of the 
electrical industry, were recipients of 
the James H. McGraw Awards for 
1937, according to an announcement by 
Earl Whitehorne, editor of Electrical 
Contracting and secretary of the Com- 
mittee of Awards which determines the 
selections. 

Kor 1937, the Manufacturers Medal 
was awarded to Charles E. Swartz- 
baugh, president of the Swartzbaugh 
Manufacturing Company of Toledo, O. 
The award was made “in recognition of 
his contribution to the advancement of 
the manufacturing branch of the elec- 
trical industry, through his constructive 
leadership in organizing the joint de- 
velopment of the many specific markets 
for electrical products, embraced. in the 
program of the NEMA Business De- 
velopment Committee, of which he is 
chairman. 

The presentation was made on Octo- 
ber 27 at the meeting of the National 
Electrical Manufacturers Association in 
Chicago. The committee of judges 
which awarded the medal to Mr. Swartz- 
baugh consisted of: L. F. Adams, com- 
mercial engineer, General Electric Com- 
pany; C. L. Collens, president, Reliance 
Electric & Engineering Company, Cleve- 
land; F. C. Jones, president, the Okon- 





ite Company, New York; and S. L. 
Nicholson, Westinghouse Electric & 
Mfg. Company, New York. 

For 1937, the Contractor - Dealers 
Medal, was awarded to George W. Pat- 
terson, president of the Patterson Elec- 
tric, Ltd., of Toronto, Canada. The 
award was made “in recognition of his 
contribution to the advancement of the 
contractor-dealer branch of the electrical 
industry, through his leadership in pro- 
moting higher standards of estimating 
by creating NECA cost data, a guide 
manual and monthly service of labor 
units for electrical construction. 

The presentation was made on Octo- 
ber 20 at the annual banquet of the 
National Electrical Contractors Associ- 
ation in Los Angeles. The committee 
of Judges which made the award con- 
sisted of: E. G. May of Albany, N. Y.; 
Howard L. Miller, president of the 
Utilities Engineering Company, Phila- 
delphia; S. J. O’Brien, president of the 
firm that bears his name in New York; 
and J. Roland Stolzenbach of the Roland 
Electrical Company, Baltimore. 

The citations, read, in part, as follows: 

“Charles E. Swartzbaugh, president 
of The Swartzbaugh Manufacturing 
Company, of Toledo, long a_ leader 
among the manufacturers of domestic 
electrical appliances, in December, 1935, 











was asked to take the chairmanship of 
a committeee representing all sections 
of the National Electrical Manufactur- 
ers Association and organize a broad 
program for the development of the 
electrical market. He prepared a plan 
that received the unanimous support of 
the electrical manufacturing industry 
and proceeded to coordinate and carry 
forward the various joint promotional 
activities with which these manufactur- 
ers were concerned. This immediately 
involved his personal attention and at- 
tendance upon the work of the Adequate 
Wiring, Kitchen Modernizing, Electri- 
cal Housewares and other programs, 
then operating or in process of forma- 
tion and an active cooperation with 
other national associations of the elec- 
trical industry, participating or involved 
in these movements. 

Because of natural and inevitable con- 
flicts of tradition, inclination and inter- 
est, between these groups of manufac- 
turers and these several branches of the 
electrical industry, the stimulation, guid- 
ance and supervision of these many re- 
lated activities called for high qualities 
of personal leadership. Mr. Swartz- 
baugh brought to the task a broad 
knowledge of the market, a rare capac- 
ity for clear thinking, an imperturbable 
patience and an unquenchable enthusi- 
asm, that has won him frank friendship 
and ready support on all sides and ac- 
complished a progress that appeared 
impossible two years ago. 

By his dogged determination and un- 
tiring energy, his tactful approach to 
problems and his inimitable humor and 
good fellowship, he has overcome one 
obstacle after another. And by his 
speaking, his writings and the devotion 
ot endless time to meetings, conferences 
and travel, cooperating with innumerable 
organizations; groups and individuals, he 
has helped to set up practical working 
agreements between associations, to rec- 
oncile overlapping programs and to ad- 
vance deserving activities. And out of 
this has come a new recognition among 
electrical manufacturers of the possibili- 
ties for progress through organized 








market development, based on sound 
principles and policies.” 

“George W. Patterson, president of 
the Patterson Electric Limited, of To- 
ronto, as chairman of the Cost Data 
Committee of the National Electrical 
Contractors Association, recognized that 
the labor cost data gathered and com- 
piled by NECA over a period of nearly 
twenty years, represented one of the 


most important economic resources 
available to electrical contractors. It 
failed to gain widespread acceptance 


and use, he believed, because the data 
was not presented in a practical, con- 
venient and understandable manner. He 
conceived the idea of developing from 
this reservoir of labor cost data, a flex- 
ible loose leaf estimating manual, in 
ready reference form, with all subjects 
organized in logical sequence under gen- 
eral classifications, easily adapted to the 
needs of estimators. He proceeded to 
enlist the cooperation of contractors and 
estimators, throughout the country, in a 
methodical, comprehensive re-check and 
revision of existing cost material, and 
instituted the development of new and 
additional data, through extensive re- 
search and analysis. Out of it he estab- 
lished the present NECA Manual of 
Labor Units and its supporting monthly 
service of information for estimators.” 


14,071 PIN-IT-UP LAMPS 
SOLD IN 6-WEEKS DRIVE 


INDIANAPOLIS, IND.—An all-em- 
ployee lamp campaign on _Pin-It-Up 
lamps which ran from April 27 to June 7, 
resulted in the sale of 14,071 lamps to 
the customers of the company, against a 
quota of 3,000 lamps, according to a re- 
cent announcement. 

The drive was under the direction of 
A. C. Crandall, commercial manager, and 
William Shine, Employee Sales Promoter. 
Commissions paid to employees amounted 
to $5,000 with an additional $300 in 
prizes. Sales averaged 402 lamps a 
day and 2,345 sales a week for each of 
the six weeks. 





AND STILL MORE TRAILERS TAKE TO THE ROAD 





This handsome Stewart-Warner display coach for radios and refrigerators 


is being used by distributors to visit dealers. 


about the results obtained. 


Hudson Valley Asbestos Co., Stromberg-Carlson dis- 
tributor in Albany, N. Y., use this trailer to contact 


dealers in New York State. 





Distributors are enthusiastic 


ment of appliances. 
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At right is interior shot of Peoples 
Outfitting trailer showing arrange- 


Peoples Outfitting Co. of Detroit use this traveling appliance store—a 


Federal tractor and Fruehauf trailer. 


washers and vacuum cleaners. 


It carries radios, refrigerators, 
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ealth- Or 


gets the Power for 


AIRWASHING 


from a Trouble-Free 





Mrs. Hazel McCarthy of the Utah Power & Light Co., Ogden, U., and 
Vera Ellwood of Milwaukee's Electric Ry. Lt. & Pr. Co. discuss mutual 
problems at the sixth annual Home Service Conference, sponsored by 








BLACK & 
DECKER 
NYOnKe): 





ry 

1 HE HEALTH-MOR Sanitation System ‘‘Airwashes”’ 
furniture, curtains, upholstery, mattresses, closets, rugs 
and carpets, floors and floor coverings. In addition, it 
fumigates and mothproofs, and can be used for massage 
and scalp treatments. 


Into the motor specifications Health-Mor’s engineers 
wrote their demand for a motor “with high operating ef- 
ficiency —withoul service. troubles”’—and called upon 
Black & Decker to develop that motor and produce it 
in quantity. 


We did, and still are. . 
For the extraordinary freedom from motor service calls 


. in ever increasing quantities. 


enjoyed by Health-Mor distributors has helped widen 
distribution and accelerated Health-Mor’s demand for 
these trouble-free Black & Decker Motors. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufac- 
ture of complete motors or series parts for vacuum clean- 
ers. The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application of 


universal motors to the improvements of their products. 


BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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Hotpoint in Chicago recently. 





Mrs. Charity Couch Cramer, of the 
Indianapolis Pr. & Lt. cuts a cake at 
Hotpoint's home service conference. 





And here's Mrs. Mary Lowell Schwinn, 
director, Hotpoint Home Economics 
Dept., with Ray Turnbull, Hotpoint 
vice president in background. 





AMERICAN WEEKLY 
TO HAVE 7,000,000 


NEW YORK—The American Weekly, 
newspaper-magazine distributed to 6,000,- 
000 readers of Hearst newspapers 
throughout the country, announced re- 
cently that an additional 1,000,000 circu- 
lation will be added effective Jan. 2, 
1938 when six non-Hearst newspapers 
will begin distribution of the paper. 

The six papers are the Buffalo Courier- 
Express, the Cleveland Plain Dealer, 
Houston Post, Minneapolis Journal, 
Nashville Tennessean and the Wichita 
Beacon. 

The American Weekly statement, 
pointing out sharp increases in lineage 
since the publication was thrown open to 
advertising 21 years ago, gives interesting 
background on its rapid development. 

In 1916, 20 years after its founding 
and with a circulation of 2,000,000, ad- 
vertising was first accepted. In the next 
10 years lineage passed half a million 
annually and circulation rose to about 
5,000,000. 

From 522,055 lines in 1927 advertis- 
ing increased to 784,736 in 1928, added 
134,346 lines to this figure the following 
year and in 1930, as the depression set 
in, reached 923,822 lines. Gains also 
were continued in 1931 with lineage of 
978,380 and after slight recessions in 1932 
and 1933, increases were back in order 
again for 1934 and 1935 with 1,041,068 
lines reached in 1936. 

Commenting on copy standards, the 
statement points out that “when the new 
pace was set in 1927 new standards were 
set, copy formerly accepted was rejected 
and orders running into hundreds of 


| 





| thousands of dollars were refused the first 


few years.” 

While drug store products lineage was 
the most important classification in 1926 
and 1927, in 1936 the most important 
classification in The American Weekly 
was food and food beverages, with auto- 
motive and automotive accessories second 
and drug store lineage, consisting largely 
of cosmetics and dentrifices, third. 

“Many offers for the rights to dis- 
tribute The American Weekly through 
newspapers other than Mr. Hearst’s have 
been received and refused in the past 10 
years,” the statement concluded. “It was 
felt previously that the time was not 
ripe for such a venture. However, the 
management has decided that today the 
trend to The American Weekly is suf- 
ficiently definite to extend its operations 
and make available a still greater na- 
tional market for its growing list of 
important magazine advertisers.” 

New rates in connection with the ex- 
pansion will be: back page, $22,500; in- 
side color page, $20,000; black and white 
page, $19,500 and black and white agate 
line, $10.50. 





Stensgaard Moves New York Office 


W. L. Stensgaard & Associates, Inc., 
Chicago, Specialists in Merchandise Pres- 
entation, announce a change in the Com- 
pany’s New York address. The new and 
larger office located at 30 Rockefeller 
Plaza makes the organization’s “Big 
City” headquarters more accessible and 
convenient. Mr. H. H. Woody, in charge 
of the Eastern Division, is assisted by 
Messrs. Ralph Mason and F. C. Clua- 
gish. 
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BE FIRST TO stock THIS NEW MACHINE 
THAT IS REVOLUTIONIZING THE INDUSTRY 


Beam Water Flex is not just a new gadget, not just 
a talking point, but an entirely new principle of 
washing ..an improvement so different and remark- 
able that women instantly recognize its superiority. 


NO AGITATOR . . Pardutent 
water alone does the work ! 


There is nothing to beat out the life and 

beauty of the clothes. Swift, turbulent 
currents of water expand and contract garments, 
cleaning them with a “squeeze-wash” — “squeeze- 
wash” process that is as gentle as human hands. 
Cleanses most delicate fabrics, as well as work 
clothes, with amazing speed and thoroughness. 
Washes clothes efficiently at any level. 








--.-and Look at These Features 


Not only does Beam Water Flex out-perform com- 
petition in finer washing, but it excels in many 
other respects. It is beautifully streamlined. Eye 
appeal alone would make it a ready seller. Its 
hidden parts are as skillfully made as its lovely 
exterior. The finest materials and the best engineer- 
ing science has been built into the Beam Water Flex. 
Made for long years of service . . . equipped with 
DeLuxe LOVELL Wringer with pressure adjust- 
ment and indicator ... Power leg for beauty and 
balanced construction. 


e Quick, BIG PROFITS! Just as with all revolutionary improve- 


ments, the quickest, biggest profits from Beam Water Flex will go to dealers 
who get in on the ground floor — FIRST! You show women something 
they’ve never seen before. You get greater response to your advertising — 
~ more leads . . . more demonstrations . . . more sales. 


Immediate Deliveries! Capacity: 500 Washers Daily 


BEAM MANUFACTURING CO 





BEAM MANUFACTURING CO.. 
Dept. E., Webster City, lowa 
Gentlemen: 


4 ' Please send us, without charge or obliga- 


tion, full details om the sensational neu 
. MODERN, DAYLIGHT FACTORY Beam Water Flex Wasber 


@ Each washer built under most exacting | FIRM NAME____ 








conditions ... subjected to rigid tests. ; a) ents 
Fully guaranteed —by a substantial ' STREET noms 
company amply financed CH: 2 
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G-E 10-WEEK LAUNDRY 
DRIVE HAS FOOTBALL 
TIE-IN 


BRIDGEPORT, CONN.—Capitalizing 
on seasonal enthusiasm a ten-week “All- 
American Drive’ on home laundry 
equipment has been launched by the 
General Electric Appliance and Mer- 
chandise Department at Bridgeport, com- 
plete with footballs, headgears, cheering 
sections, scoreboards, and even a co-ed 
heart interest. The campaign, which be- 
gan officially on September 13 and will 
close the season on November 20, offers 

distributor salesmen a large assortment 
of merchandise awards with 110 national 
and 120 period prizes for achievements 
in the sales of G-E washers and ironers. 

A “training camp” preceded the open- 
ing of the campaign for each distributor, 
under the guidance of a home laundry 
equipment specialist. 
of the period the choice awards will go 
to the “All-American” team of the eleven 
leading salesmen nationally. John M. 
Wicht, manager of home laundry sales 
and therefore “head coach,” produced 
power plays for the drive consisting of a 
key city newspaper campaign, offers of a 
free Cannon bath towel to any prospect 
getting a washer or ironer demonstration, 
and new promotional material. A news- 
paper named “Touchdown” will be a 
regular feature of the drive, carrying 
photographs of distributor organizations 
in uniform falling on the ball, tackling 
the dummy, and concocting various trick 
plays. 

When the excitement of the first week 
following the kick-off had died away, 
it was discovered that General Electric 
Supply Corporation in Seattle, under the 
coaching of A. J. Lutz and F. A. Block, 
was leading the scorers, closely followed 
by Virginian Electric, of Charleston, 
W. Va. After the second week of play, 
the leadership went east to Perry-Browne, 
Inc., of Columbia, S. C. 


Apex Names Michigan Distributor 


C. W. Smith, General Sales Man- 
ager of Apex Rotarex Corporation, man- 
ufacturers of Apex washers, ironers, 
vacuum cleaners and refrigerators, an- 
nounces the appointment of the Fitz- 
patrick Electric Supply Company, Mus- 
kegon, Michigan, as Apex Distributor. 
The counties in West Central Michigan 
will be served by this new distributor. 





BACK TO OLD LOVE 








What the four horsemen were to 
Notre Dame, Francis X. Meehan 
has been to St. Louis electrical 


distribution. First a dealer, then 
a distributor, he again makes news 
by opening a retail business again. 


ELECTRICAL MERCHANDISING—NOVEMBER, 


| 





At the completion. | 













































et HAMILTON BEACH 


16,100,000 roto- 
ONE-PIECE Gravure advertise- 
BEATERS 


ments in 3! Sun- 
Guarded double beat- d . 
ers_ in one -—— 
easily attached 


— FS. by cant 2 
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ONE-HAND : , 3 
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aving a easily 
slides off stand 
Nothing to release or 
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FULL POWER 
AT ALL SPEEDS 
Light but powerful 
motor runs steadily 
in thick or thin bat- 
ters at any speed 
desired. 






Sttarete wit 
wie OF act TOTES 












25,900,000 adver- 
tisements in Na- 
tional magazines. 


BOWL CONTROL ’ 
Bow! can be shifted 
while mixing. Pre- 
vents mixture from 
piling up in middle, 
or around edges. In- 
sures thorough mix- 
ing. 
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Ff < and complete array 
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HERE’S THE BUILD-UP fo” 
BIGGER HOLIDAY PROFITS! 


Simple! Dramatic! Complete! That describes the well-planned food 
mixer promotion Hamilton Beach gives you for a fast-moving 
Christmas business. Now add the well-known convenience features 
of the Hamilton Beach—its simplicity of design and operation— 
its established popularity among gift-buyers . . . and you have a 
selling combination that’s mighty hard to beat. 


During November and December 42,000,000 advertisements in 
leading national magazines and the rotogravure section of 31 
Sunday newspapers will tell your customers about the Hamilton 
Beach food mixer. Use the colorful assembly of store displays, 
counter cards, folders, newspaper mats and other tie-up material to 
suggest the choice of this valued gift. 


Plan now to get your full share of profits from this extensive Christ- 
mas promotion. Order Hamilton Beach food mixers from your 
wholesaler today. (Choice of two color combinations—White and 
Black—Ivory and Black). Write us direct for free dealer helps. 


HAMILTON BEACH CO., Division of Scovill Manufacturing Co., RACINE, WIS. 


HAMILTON BEACH 


1937 PAGE 61 











O cramming. No crowding. No 

wasted space because of cluttering. 
That’s why the new Fairbanks-Morse 
refrigerator with its patented CON- 
SERVADOR holds more food than other 
refrigerators of the same size—that is why 
26% more quickly usable space can be 
proved. You can instantly show why this 
refrigerator saves time, work, and money, 
too. Any man or woman can see why 
there is no hunting, no shifting, no spilling, 
no stooping. Frequently used items are 
kept instantly at hand in its exclusive 
CONSERVADOR —a shelj-lined inner 
door. No other refrigerator can match 
the 26% more quickly usable space it 


creates—none can equal its convenience! 


In addition to the F-M patented CON- 
SERVADOR — the feature that makes 
this refrigerator the only outstandingly 
different refrigerator on the market—this 
one has every other desirable feature. Big, 


FAIRB 


REFRIGERATORS 
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roomy, automatically lighted main food 
compartment. Lower operating cost that 
you can back with nation-wide proof of 
Penny Meter economy. Self-sealing Cris- 
per. Sliding Fruit Drawer. Instant Ice 
Cube Expeller. Surplus power eliminates 
all heat wave complaints and service. II- 
luminated radio-type Temperature Con- 
trol Dial. Reserve storage compartment for 
extra supplies. These, plus the Fairbanks- 






















RADIOS 


NOVEMBER, 


Morse name and reputation, are all reasons 
why you can close more sales with this 
new line. 


ACT NOW 


Here is the best-looking and easiest-selling 
line of refrigerators available. It is backed 
by different promotion and advertising 
plans that will close more sales. There 
is real profit in it for you. Write, phone, 
or wire now for the complete story. Fair- 
banks, Morse & Co., Home Appliance 
Division, 2060 Northwestern Ave., In- 
dianapolis, Indiana. 





It's a Balanced Program 
The Fairbanks-Morse Home Appli- 
ance franchise can include refrigera- 
tors, radios, and home laundry 
equipment. You may qualify for one 
or all in your territory. Investigate 
now. 











ANKS-MORSE 


°° WASHERS e 


IRONERS 
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FAIRBANKS - 


REFRIGERATOR WITH Covedetonde+ 
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What Do 
You 
Mean... 
Balanced 
Assortments 
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GOT A 
MARKEL 
CATALOG ? 


Get the facts about the 
Markel fixtures. Ask for 
Markel catalog and sug- 
gested balanced assort- 
ments for your particular 
territory. 














MARKEL 


ELECTRIC PRODUCTS, INC. 


145 SENECA STREET, BUFFALO, N. Y. 


MARKEL BALANCED ASSORTMENTS 





proven best sellers 
will step up the profits 
in your fixture department 


Markel fixtures have what 
it takes to get the business 
in your territory. That’s be- 
cause the lines are so exten- 
sive, so widely diversified 
that there’s just the right 
styles, designs and price 
ranges to meet the particular 
needs of the customers in 
your territory. 


See the Markel catalog. Ask 
us to suggest balanced assort- 
ments of fixtures that have 


proven records behind them as best sellers in your terri- 
tory. Put them on display. Show them to your prospects. 
Immediately you'll find sales and profits stepping up. 
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ELECTRICAL LEAGUE MEN HOLD 
ANNUAL MEETING IN NEW YORK CITY 


George Conover Elected President 


NEW YORK, N. Y.—Host to the 
1938 auto show in October and the 
Heating, Ventilating and Air Condition- 
ing Show in January, New York’s 
Grand Central Palace was also host to 
a quite different group on October 6-7— 
the annual meeting of the International 
Association of Electrical Leagues. In- 
ternational in name only, except for 
the lone exception of Toronto’s Electric 
League of which George Austin, mana- 
ger, is the famed father of the Red 
Seal wiring plan, the league movement in 
the United States embraces some 150 as- 
sociations of which only about 25 are of 
sufficient size and importance to war- 
rant the maintenance of regular offices 
and a paid secretary. But the 25 are 
potent in importance to the electrical 
industry in their equally potent com- 
munities of which New York, Chicago, 
Philadelphia, Kansas City, St. _ Louis, 
New Orleans, Buffalo, Boston and 
Cleveland are notable examples. 

Able speakers from utility, manufac- 
turing, banking and association fields 
contributed to the importance of 1937’s 
meeting with lively talks on many 
phases of electrical industry interest— 
appliance merchandising, lighting, wir- 
ing, air conditioning, financing, commer- 
cial cooking and similar topics. 

On the first day of the meeting, 
league visitors bundled into cabs for a 
big luncheon, tendered by their host, 
New York’s Electrical & Gas Associa- 
tion, ate the food for which the Hotel 
Astor is famous, and listened to a 
speech on cooperation, packed with 
bumbling bromides, given by Floyd L. 
Carlisle, Chairman of the Board of 
Consolidated Edison of New York and 
the Niagara~-Hudson Power Corporation. 

Back at the Grand Central Palace, 
they remained for two days in the audi- 
torium of the New York Electrical & 
Gas Association and got down to brass 
tacks on many a juicy subject. 

At the end of the sessions, officers 
were elected for the coming year. Re- 
tiring president Ralph Neumuller who 
is also president of the New York As- 
sociation, saw his place taken by Phila- 
delphia’s robust, boat-loving George R. 
Conover. A. A. Gray, of Chicago’s 
Electrical Association, was made vice 
president; G. W. “Jerry” Weston, golf- 
ing secretary of Kansas City’s Electri- 
cal & Radio Association, was elected 





treasurer and efficient O. C. Small of 
NEMA’s Business Development section, 
was continued in office as secretary. 

One of the highpoints of the meeting 
was the revealing, by E. F. Jeffee, vice 
president of Consolidated Edison and 
Brooklyn Edison, of the results of his 
merchandising acttivities in the metro- 
politan New York area. 

“Here,” said Mr. Jeffe, in summar- 
izing his talk, “are a few figures which 
I believe will interest you: 

“For the entire year 1936, orders 
taken in the company’s showrooms to- 
taled over $3,900,000.00, whereas for 
only the first seven months of 19387 
such orders totaled $4,000,000.00. These 
figures do not include the value of orders 
taken by cooperative dealers—either as 
a result of their individual efforts or 
company efforts. 

“In July 1936, a campaign was con- 
ducted on W estinghouse Irons. The 
sales totaled 10,000 units at a value of 
$79,500.00. 

“in August 1936, a campaign on Ever- 
hot electric roasters—total sales of 1500 
units at a value of $28,425,000. 

“in the fall of 1936, from September 
1 to November 30, a campaign on IES 
lamps on a “2 weeks’ free trial” basis. 
70,000 pee were sold at a value of 
$437, 500.00 

“in October 1936, campaign on Gen- 
eral Electric vacuum cleaners with at- 
tachments and home cleaning kit. To- 
tal sales—15,000 at a value of $450,- 


“in November 1936, a campaign on 
Telchron kitchen clock and Telechron 
24-hour alarm clock during which we 
sold 15,000 units at a sales value of 
$78,000.00, 

“from December 1 to March 30 a 
“Bargain Package” campaign. Pack- 
age No. 1 consisted of a G. E. Hotpoint 
non-automatic iron, Westinghouse turn- 
over toaster and I.E.S. floor lamp. 
Package No. 2 consisted of Package No. 
1 plus a small table model Kadette radio. 
A total of 50,286 sales were made at a 
sales value of $811,890.00, 

“during the month of April 1937, cam- 
paigns on—Apex vacuum cleaner com- 
bination with attachments—total sales 
9,000 with a sales value of $360,000.00 
and concurrently an Electrolux Refrig- 
erator Campaign based on a $15.00 
Trade-in Allowance for each old ice 





EATING THEIR OWN COOKING 
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Washington, D. C.'s Electric Institute is giving weekly courses in small appli- 
ance sales training. One department store group is handled at a session 
and meal is cooked on small appliances for the dinner. J. S. Bartlett, manag- 
ing director, may be seen third from the left . 
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FLYING BENDIX 





Arthur Alter, vice-president of the 
Harry Alter Co., in Chicago, re- 
ceives the first Bendix washer, de- 
livered by American Airlines. A 
4-day dealer meeting at the Drake 
Hotel introduced the machine to 
dealers. 


box—total sales 8,192, 

“house heating and water heating with 
trade-in allowances—426 installations of 
which 217 were combination house heat- 
ing and water heating, 

“in May 1937, a campaign on West- 
inghouse Roaster-Grill—total sales 2,000 
with a value of $53,900.00, 

“in June 1937, we attempted a novel 
combination gas and electric appliance 
campaign of a Servel Electrolux gas 
refrigerator with a Westinghouse Elec- 
tric roaster grill or an Ilg electric 
kitchen ventilating fan. Total sales num- 
bered 9,255 refrigerators, 6,686 roasters 
and 2,524 fans. 

“These campaigns have proven to us 
that combination companies can success- 
fully merchandise either gas or electric 
appliances in individual campaigns or 
both electric and gas appliances in a 
single combination campaign.” 

Other talks were delivered by George 
E. Whitwell, vice president of the Phil- 
adelphia Electric Association, on 
kitchen modernizing bureau activities; 
M. E. Skinner, vice president of Niag- 
ara-Hudson Power, who outlined the 
adequate wiring program; E. J. Heg- 
arty, manager of advertising and sales 
promotion, Standard Air Conditioning, 
Inc., on air conditioning; G. J. Reichert, 
appliance sales promotion manager, Buf- 
falo, Niagara & Eastern Power Corp., 
on electric range promotion; J. M. 
Michael, eastern division manager of 
Apex-Rotarex, on laundry equipment 
promotion; C. E. Swartzbaugh, presi- 
dent of Swartzbaugh Mfg. Company on 
electrical housewares promotion; Roger 
Steffan, vice president of the National 
City Bank of N. Y. on appliance 
financing and terms; A. H. Jaeger of 
Edison General Electric Appliance Com- 
pany on water heater promotion; Earl 
Whitehorne, on wiring adequacy; P. M. 
Alden of Philadelphia Electric on com- 
mercial cooking; S. S. Vineberg of Buf- 
falo’s League on maintenance engineer- 
ing activity and Harry Boyd Brown of 
the Philco Radio Corp, on radio promo- 
tion. 





Indianapolis Crosley Distributor 


Indianapolis, Ind., Specialty Distribu- 
tors, recently moved to their new location 
at 937-45 Fort Wayne Ave., have been 
appointed distributors for Crosley prod- 
ucts in the Indianapolis territory. The 
company is owned and managed by Paul 
D. Cave, who has been a distributor of 
electrical appliances in Indianapolis for 
several years, 
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“sWITHOUT BELDEN 
THE CORDITIS: FREE ELECTRICAL CORD 


What do we have to be thankful for if an appli- 
ance gets Corditis? 


Nothing for the dealer—because he’s lost a 
customer. Nothing for the serviceman who 
makes another profitless service call. Thanks- 
giving’s a bust for the customer, and the manu- 
facturer has lost a friend. 


Dealers everywhere give thanks for Belden 
Electrical Cords. Many farsighted manufacturers 
have given their products the added sales and 
service features of this Corditis-free equipment. 


“CORDITIS 


—the dangerous disease of electrical cords; the symptoms are 
frayed wire and broken plugs. It causes severe mental irri- 
tation and violent nervous disorders among electrical 
appliance users. z 





Prevented by 


Easily identified. E ively advertised in Satur- | 
day Evening Post, Good Housekeeping, and Time. 
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STEWART- 
WARNER 
SET FOR ‘38 













. 


Introduces new refrigera- 
tor models at Chicago's 
Edgewater Beach Hotel, 
November 11-12 ... Here 


are company executives 


seen in action. 





In the center are Gus Treffeisen and John F. Ditzell going over plans for Frank A. Hiter is snapped at 
the 1938 campaign. New insulation, economy of operation and greater lunch during the Stewart-Warner 
shelf space are features of the new line. meeting. 


At the left is J. E. Otis, Stewart- 
Warner president, and host to distri- 
butors at the Convention. Below is 
J. S. Knowlson, chairman of the 
board of the company. 





John F. Ditzell and C, C. DeWees, lay out the advertising and pro- Photos by 

motional themes to be used on the 1938 Stewart-Warner refrigerators. 

Thirty sales features were dramatized for distributors, will be played TOM BLACKBURN 
up in ads, 





STEWART-WARNER 
DECLARES EXTRA AIR CONDITIONING SHORTS NEW STANDARD 


DIVIDEND ON STOCK Carrier have virtually completed | flew a unit down there via Pan STOVE DISTRIBUTORS 


NEW YORK—The Board of Directors | removal of their plant from Newark, | American Airlines. . 


| 
of the Stewart-Warner Corporation today | N. J. to Syracuse, N. Y. .. . Syra- | G : 
. ae ’ , _ eral Electric have added the 

declared an extra dividend of 25 cents a | cuse is also the home of Easy Wash- | nn York A. C. and Modernage The following new er. have 
share on the capital stock of the corpora- ing Machine Company of which L. R. | Wurulture to their list of recent in- been appointed by The Standard Electric 
tion in addition to the regular semi-annual,| Boulware, now Carrier VP was once | <sajlations Domestic fuel oil _— ariel TE st Comennts 
gener: age . - .* 5. os c ° wi , 
ar f like ong : ; , general manager. | sales in 1937 will hit around 75 = mt ge Bo —~ 4 City, Ma: The Ridge 
At the same time the Board announcec : =o barrels, according to E. L. - : , : 
that consolidated net earnings, before pro- Aeiree Ratetiie Company on- | Ron Serres s yr, | Motor & Machine Co. Dubuque, Ia.; 


panded further into the air condition- | vester of Kelvinator. This compares E. Garnich & Sons Hdw. Co., Ashland 








vision for federal surtax for the third mar ¢ Wee ATE o1 n 

quarter of 1937 are equivalent to $437 a Electric Com the purchase of Russell | with 60 million last year and-50 mull- | wis; Delta Héw. & Supply Co, Es- 

share of capital stock, an increase of ‘a 5 lb mn y 8°, "i ia rie Dera 7 canaba, Mich.; Crannel, Nugent & Kran- 

approximat rely six cents a share over the . <7 | Gar Wood’s air conditioning divi- zer, Inc., New York City; Old Colony 

$.378 a share earned in the similar period Williams Oil-O- Matic raised prices | sion have announced a new pay-in- Stove Co., Boston, Mass.; E. J. Gus- 

of 1936. Net earnings for the third quar- | 10 per cent on September 1 but made | advance, one-year service policy to | tafson Co., Sioux Falls, S. D. & Slay- ; 

ter of the current year amount to $542,625 | the announcement the occasion for a | Gar Wood users... . ton, Minn.; Roycraft Company, Min- ‘ 

as compared with $469,795 for the third | big “buy-now” fest ... The last three | Eleven leading manufacturers com- | neapolis, Minn.; R. C. Bohannan, Inc., I 

quarter of 1936 days of the campaign saw 6,000 | prising the Air Conditioning Manu- | Columbus, Ohio; Carolina Hardware Co., 1 
For the nine months ended September | orders on hand... . facturers Association, report sales of | Raleigh, N. Car.; Capital Paper Co. 

30, 1937, consolidated net earnings before Dick Roper, son of the Secretary of | equipment for the first eight months Indianapolis, Ind. ; R. M. Kaough Co., Ft. : 

provision for federal surtax were $2,084,- | Commerce is president of Pleasan- | of 1937 of $71,575,967, installed cost | Wayne, Ind.; M. ‘D. Larkin Co., Dayton, 

546 or $1.679 a share. For the first nine | taire, Inc., manufacturers of portable . . This is double the 1936 eight- | Ohio; Kansas Electric Supply Co., To- 

months of 1936 they amounted to $1,524,- | summer air conditioners . .. He got month period and 40.3 per cent higher | peka, Kans.; R. H. Kyle Co., Charleston, 

156 or $1.227 a share | an order from Bermuda recently and ! than the volume attained during 1936. W. Va. 
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EUREKA FINANCE PLAN NOW 
MAKES IT POSSIBLE FOR YOU=— 









To purchase Eureka cleaners on easy monthly 
payments. Enables you to obtain display and 
working stock without big cash investment. 


To sell Eureka cleaners on easy monthly pay- 
menis at your own terms. 


To finance your retail installment sales without 
interest or discount charges. 


To retain the full amount of all carrying charges 
on retail installment sales and increase your 
gross profit to approximately fifty (50%) percent. 





Eureka Cleaners 
are now available in 
three beautiful models. 
All are equipped with 
motor driven brushes. 






i h receipis on 

To benefit through the use of cas 
cash sales even though the particular ame 
were purchased on our easy payment Finance Plan. 








Model "G-2” at $44.75 
Model “R” at , 58.75 
Model “M” at . 68.75 






To handle your customer accounts in your usual 

manner without any interference from us. No 
“red tape” or time-taking detail reports on collec- 
tions, credits or anything else. 













MODEL “me? 
Brilliant Built-In Searchlite 
Aids in Surface Cleaning 

















Matchless beauty — unexcelled erformance — sensational values identify the 
three motor brush models in } great new Eureka line as the finest of all 
cleaners in their respective price classes. Never have you seen such a bril- 
liant line of cleaners in wed a popular range of prices. 


The marvelous new Eureka Model “G-2,” retail price $44.75, can be sold in 


combination with the powerful $15.75 Eureka Junior hand cleaner at the 
popular retail price of $49.75. 


MAIL COUPON TODAY 
EUREKA VACUUM CLEANER CO., DETROIT, MICH. 


[J Please forward catalogue with discounts an 
new Merchandising Plan. 


[] We desire:information on the new Eureka Finance Plan. 









d particulars on your 







Request catalogue and prices at once. Wire or mail coupon to Factory. 


EUREKA VACUUM CLEANER CO., DETROIT, MICH. 


Dealer_ 


Address __ 









City : — Dag ET 





ELECTRICAL MERCHANDISING—NOVEMBER, 1937 PAGE 67 












Tor? 


BECAUSE WE'VE 
GIVEN ITA 


Rais 

















This new “Model JDS” 


SANDUSKY WASHER 


... offers an ATTACHED STAND 
for GREATER CONVENIENCE 
EASIER SELLING 


OTHER SMALL WASHERS 
HAVE COME AND GONE BUT 
SANDUSKY APARTMENT 
WASHERS HAVE STOOD THE 
TEST OF TIME AND CONTINUE TO GIVE 
SERVICE AND SATISFACTION. 

The machines fill a definite need for a washer that 
will conveniently wash small delicate pieces, extra 
daily washings or baby clothing. Sell them for 
apartments, small homes, camps, trailers or where- 
ever a larger washer cannot be practically used. 
Each model is substantially built and the product 
of a company with years of standard washing ma- 
chine manufacturing experience. 


























ONLY COMPLETE LINE OF 
SMALL WASHERS MADE 


JD No. 50 is a small, top agitator type 
washer similar to Model JDS above but 
without attached stand. Very low priced 
and entirely practical. 


JR No. 200 is a submerged type agitator 
washer of two pound dry clothes capa- 
city with mechanism below tub and 
entirely enclosed. Agitator is stopped 
and started by clutch and does not need 
to be removed when putting in or tak- 
ing out clothes. 


JA NO. 300 (opposite) is a deluxe washer 
with double wall tub, submerged agita- 
tator and detachable manual wringer. 
A complete washer for every washing 
purpose; no other like it. 


WRITE DIRECT TO DEPT. 11EM FOR 
COMPLETE INFORMATION 
AND PRICES 


WUE vittictuatiace mh cultritgae malt 


HOLLAND-RIEGER CORP. 


Ohio 


Sandusky 





CAN YOU 


Lovell Mfg. Co., Erie, 
Pa., ran this picture of 
an old washer in their 
house-organ, the "Lovell 
Ledger" and offered $5, 
American money, for 
the correct name of 
this antique. So far the 


five berries haven't 
been claimed. Maybe 
you can remedy the 
situation, 





IDENTIFY THIS WASHER? 
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"BACK TO WORK" 
SLOGAN OF S. C. 


LOS ANGELES—“Back to Work” 
was the slogan of the drive among 
range dealers of the Southern Calli- 
fornia Edison Company which began 
Aug. 2 and ran until Sept. 10. 
series of breakfast meetings started 


July 27, at which the various super- | 


visors of the respective divisions 


presented the program of sales activi- | 
Ob- 


ties to dealers of that territory. 
ject of the campaign was the over- 
coming of the bugaboos of superstition, 
misinformation and prejudice in the 


| the 


EDISON RANGE DRIVE | 


minds of the public regarding electric | 


| cookery. 


The power company continued its | 


wiring allowance, carried out an ad- 
vertising program in 170 newspapers, 
used the radio, furnished stories in 
the Electrical Times, consumer paper, 
gave financial assistance to dealers 
and extended free service after the 
usual guarantee period. Work of the 
power company in promoting Red 
Seal homes, assistance of home econo- 
mists and dealer contact men, adver- 
tising to specialized groups, printing 
of a range sales manual and the 
efforts of 12 air heating men selling 
all-electric homes was also pointed 
out to dealers at the promotional 
meetings. Advantage of rates to full 
use customers was emphasized. 

Of the Edison consumers, it was 
reported that 240,000 own their own 
homes, 240,000 own refrigerators, 
400,000 own automobiles and spend 
$100,000 per day for gasoline for fam- 
ily use only, $60, for cigarettes, 
$45,000 for milk and $30,000 per day 
for electricity for domestic use. Deal- 
ers were urged to compile their own 
prospect lists from refrigerator own- 


ers, and Red Seal homes. Suggested 
methods included consultation with 
present owners, conferences with 


grocers, butchers and other food pur- 
veyors to the home, continuous can- 
vass, power company ad tie-in, direct 
mail advertising, adequate floor dis- 
play, preparation of a convincing and 
—— sales story which was to be 
to 


to five prospects per day. A | 





sales manual answering 45 questions | 


commonly asked furnished to 


salesmen. 


was 





G-E 9-MONTH 
SALES UP 38% 


Schenectady, N. Y.—Sales billed | 


by General Electric Company during 
the first nine months of 1937 
amounted to $260,773,533, compared 
with $189,263,156 during the corre- 
sponding period of 1936, an increase 


NOVEMBER, 


of 38%, President Gerard Swope an- 
nounced today. 

Profit available for dividends 
first nine months this year 
amounted to $39,663,931, compared 
with $26,533,667 for the first nine 
months last year, an increase of 50%. 
This nine months’ profit is equivalent 
to $1.38 a share of common stock, 
compared with 92 cents a share in the 
same period last year. 

Dividends of 40 cents a share were 
paid for each of the first two quarters, 
and an additional 40 cents a share will 
be paid on October 25th for the third 
quarter, or a total of $1.20 a share 
for the first nine months of this year, 
compared with 75 cents a share paid 
for the corresponding period last 
year. 

Orders 


for 


received during the nine 
months ended September 30th 
amounted to $305,276,556, compared 
with $211,891,038 for the correspond- 


ing period in 1936, an increase of 44%. 





FRIGIDAIRE NAME TO 
GO ON WASHERS 
AND RANGES 


DAYTON. OHIO—The new lines of 
electric ranges and electric washers to be 
manufactured by Frigidaire Division, 
General Motors Corporation, will be 
marketed under the trade-name “Frigid- 
aire,” Frank R. Pierce, manager of 
Frigidaire’s household division, announced 
today. Sentiment of Frigidaire’s dealers, 
salesmen and distributing organization 
heads had a major part in the decision to 
broaden the use of the famous trade-name, 

Frigidaire’s Moraine City, Ohio, plant 
has been in production since Sept. 8 on 
electric ranges and information on mar- 
keting plans will be released toward the 
end of the vear, Mr. Pierce said. 








Washer men will be glad 
to know that "Dick" Kelli- 
her, their friend, has been 


made manager of Chi- 
cago's Morrison Hotel. 
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THIS METAL-TREATING BATH duplicates the 
processes used by manufacturers to clean 
metal before applying DULUX. By cleaning 
metal prior to finishing, Du Pont chemists 
know their tests are accurate. 


ation 
on to 
lame, 
plant 
8 on 
mar- 

the 


SYNTHESIZING RESINS is one of the most im- 
portant parts in the development of finishes. 
This chemist is a professional fault-finder. If 
any resin, or combination of resins, doesn’t 
“stack” up, it is rejected here. 
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DULUX 


REG.U.S.PAT. OF F, 


FINISH 


BY DUPLICATING manufacturers’ baking con- 
ditions here in Du Pont laboratory baking 
ovens, chemists produce finished articles which 
enable them to make performance tests which 
mean extra value in DULUX for refrigerators. 
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ON “PAINT FARMS” in every section of the 
country, finishes on test panels are exposed to 
gruelling conditions. How they withstand this 
exposure is carefully recorded and used to 
evaluate their various qualities. 
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The blue-and-silver 
DULUX 

seal means plenty 

to over 4,000,000 housewives! 


A whiter finish of lasting beauty. 
A finish that’s easy to keep clean. 
A finish that laughs at hard wear. 
A finish that gives refrigerators extra value. 


HAT is behind this finish? Why does Dulux give 

women the more-for-the-money they’re looking 
for? Where did DULUX get its whiter whiteness, it’s 
amazing durability, its resistance to chipping? 

Look left. 

Here’s a part of the story in pictures—the story that’s 
one of the brightest chapters in the history of modern 
finishes. 

These pictures show just several of the hundreds of 
different ways Du Pont chemists use the most advanced 
equipment to test the qualities of DULUX. They are 
typical of the research and testing that insure the 
uniform qualities of DULUX. 

And the “proof of the pudding”’ lies in the fact that 
more than 4,000,000 modern refrigerators gleam with 
this whiter, more durable finish! 

Naturally you give women more for their money 
when you sell them refrigerators finished with DULUX 
—and they know it! 

That’s why it pays you to feature DULUX in your 
selling...why the famous DULUX seal can help you sell 
refrigerators faster. E. I. du Pont de Nemours & Co., 
Inc., Finishes Division, Wilmington, Delaware. 
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electrical manufacturers 
can meet |938s\sales problem 
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In 1938, manufacturers of electrical appliances will face ! ae 
an increasingly difficult sales problem—that of winning the = 
support of electrical wholesalers’ salesmen. > 
b con 
_The growing demand for electrical appliances in the past be 
three years has opened the door for new firms to market and 

new products—for old-line companies to place new products 
on the market. Indications point to even further expansion e. 
of this movement as appliance sales rise to an estimated A 
$261,000,000 through electrical wholesalers’ salesmen. apr 
one 
bra 
This means that the individual appliance manufacturer must the 
i" as 

redouble his efforts to sell these salesmen— 

1 
on CONTINUING their present support for Me 
his line em 
on INCREASING their sales efforts on his yea 
. or 
line , te 

clu 
' F it 
He must use the most forceful, direct and effective route 7” 
if he successfully meets next year’s sales problem. ! 
Co 
And in 1938, that route is fe 
! 
THE WHOLESALER’S SALESMAN gu 
a publication promoting greater sales and profits the 
for the manufacturer and his wholesalers’ salesmen a 
dis 
wa 
tri 
ii 
‘-) A McGRAW-HILL PUBLICATION V so 
mg 
\ + | ’ 
» “ | THE WHOLESALER’S SALESMAN a 
Pe awane WE = ’ ro 
an _— Formerly ELECTRICAL WHOLESALING = 
— e 
330 West 42nd St. New York, N. Y. Sr 
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DISTRIBUTORS TAKING IT "EASY" 





Everybody seems pretty cheerful in this picture of the first annual distributor's meeting of the Easy Washing 
Machine Corp., held Sept. 27 at the Onondaga Hotel, Syracuse, N. Y. They saw the new line and heard 


‘38 plans. 





That a kitchen planning contest for 
Spokane, Wash., under the sponsorship 
of the Washington Water Power Co. 
and Better Housing Bureau, has had 
such a widespread response as to sur- 
prise the sponsors, was revealed by 
Manager, Harold Halstead of the Bu- 
reau. To facilitate planning, contest- 
ants are furnished with a die-cut card- 
board kit which makes it easy to 
fashion a model kitchen. The first 
week of the contest resulted in such 
a rush for kits that the supply was 
exhausted. Nearly 100 concerns com- 
prising the Bureau are participating. 
A 200-word essay on “Why I Want 
a Modern Electric Kitchen” must ac- 
company each model. The fifteen local 
prize winners will compete in the na- 
tional contest. All told, merchandise 
and cash prizes total $3,500. 


* * * 


Ben Cohn & Bros., Spokane, Wash., 
not only gave a Spokane grown rose 
to all visitors, but also made an out- 
standing offer to deliver any electric 
appliance anywhere in the city for only 
one cent down. The store was cele- 
brating its first year of business and 
the celebration should be chalked up 
as gala. 


2 aK * 


The big housewarming staged by 
Greene-Winkler Co., Portland, Ore., 
wholesale distributors, really turned 
out to be a merchandising fair. The 
firm, which started from scratch seven 
years ago, has reached impressive pro- 
portions. The region which they serve 
comprises the entire West Coast, in- 
cluding extensive business in the ter- 
ritory of Alaska. 


* * * 


At Portland, Ore., Meier & Frank 
Company’s Harvest sale_ recently 
reaped a crop of business which justi- 
fied their efforts. 


x * * 


At a special washer sale, which be- 
gan on the first day of the 5lst anni- 
versary of Hennessy’s, Butte, Mont., 
there was a complete sell-out by 10 
o’clock the same day. Later they ac- 
quired more washers to supply those 
disappointed. 

* x * 


To introduce their 1938 line of 
washers and ironers, New State Elec- 
tric Co., Phoenix, Ariz., conducted a 
contest in which many valuable prizes 
were given away. A washer was the 
main prize. 

* * * 

The spectacle of a washer merrily 
running on an expensive rug in a living 
room startled shoppers in the Bon 
Marche, Seattle, Wash. lately. The 
demonstration was being made to show 
that water would not splash over the 
sides or drip, or the casters injure the 
rug, and that a laundry could be as 
neat as a parlor. 
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Western 


NEWS FLASHES 


Fresno, Calif. is holding its fall cook- 
ing school, sponsored by the Fresno 
Bee and local dealers. It meets each 
Wednesday. 


* * * 


Miss Mae Jenkin, home economist, 
Nela Park, has been giving instruc- 
tions in complete electrical kitchens 
at Breuner’s, Sacramento, Calif., and 
Howell Electric, Inc., Reno, Nev. 


* * 


At the opening of the new Hale 
Bros. Radio-Appliance Store, San 
Francisco, Calif., $1,250 in prizes was 
given away, to store visitors through 
free coupons. The drawing took place 
at a theatre next door. Also at the 
same time a replica of the main prize, 
a radio, was auctioned off. 


* ok * 


Pacific Gas and Electric Company is 
giving the General Electric New 
American Better Living Contest 
whole-hearted support with a series of 
newspaper advertisements throughout 
its territory. 


* * * 
“Fill Every Empty Socket in Every 


Home” will be the keynote of the 
October sales drive launched by 


Northwestern Electric Co. Extensive 
newspaper advertising will be used. 


ee a 


The latest at Schatz Furniture Co., 
Portland, is a treasure chest cam- 
paign. Salesmen distribute small keys, 
each good for a 10 per cent reduction 
on anything in the store, and two of 
the keys are guaranteed to open the 
two treasure chests in the store for a 
prize of $25 each. Salesmen report 
cold canvass calls have never before 
been more successful. 


* * * 


Director’s Furniture Co., Portland, 
has converted one of its display win- 
dows into a complete all-electric 
kitchen. 

* * x 


Sunshine Electric Co., Portland, has 
moved to a more desirable location at 
6908 N. E. Sandy. 

x * * 


Hedges Hardware Co. is the new 
cwner of the former Weise Mercan- 


| tile Co. at 9121 S. E. Foster Road, 


Portland, Ore. 
* & ®& 


At 4:30 one afternoon during the 











All-Dealer Laundry Equipment Cam- 
paign sponsored by Northwestern 
Electric Co., Portland, a man confided 
that it was his wife’s birthday and he 
was going to get her a fine new 
automatic iron. Result—fast selling 
and fast telephoning by demonstrator 
closed the sale for her company with 
an iron delivered the same day. 


» € 2 


A phalanx of dealers backed up by 
PEPCO is moving forward in Port- 
land with a roaring drive to install 
automatic electric water heaters, 
stressing low cost of operation. 


ss 2 


The Bureau of Radio and Electrical 
Appliances, San Diego, Calif., an- 
nounces the Fifth Annual Electrical 
Christmas Show for December 1 to 5 
in the Palace of Better Housing, Bal- 
boa Park, the location of last year’s 
outstanding show that drew 86,000 
attendance. Plans are well underway 
for the most complete representation 
of electrical appliances yet exhibited 
here. New decorative ideas are being 
developed; special attractions are be- 
ing considered; the finest assortment 
of prizes yet given is assured; the 
most aggressive advertising and pro- 
motional campaign.is being worked 
out, and previous attendance records 
are expected to be broken. Admission 
is free, participation is open to manu- 
facturers, distributors, dealers or other 
representatives having exclusively elec- 
trical equipment to display. 


. s&s 


Jim West, West Furniture Co., 
Bingham Canyon, Utah, built himself 
a spotless electric kitchen in his store. 
Results have justified this effort as 
this year he has sold 40 refrigerators, 
25 washers, 8 ranges and a water 
heater. 

* * x 

W. E. Fleetwood, long experienced 
in the electrical business, has been 
appointed by the Utah Power & Light 
Co. to act as contact man between 
the utility and the electrical dealers. 


. + « 


Glen W. Baker has been appointed 
General Electric appliance dealer at 
American Fork, Utah. 


* * * 


The Sterling Furniture Co. opened 
a new store at Sugarhouse, Utah, with 
a full line of electrical appliances. D. 
L. Peterson, manager, reports an ex- 
cellent business start with sales un- 
usually high in radios. 


* * * 


Ironer demonstrations conducted by 
Mrs. Nora Fish for J. L. Montrose, 
Longan, Utah, have resulted in much 
good for the store. Montrose also 





CINCINNATI GETS THEM OUT 





A record crowd of 2,200 lamp bulb dealers attended a mass meeting in Cincinnati on September 22 to 
open the annual October Lamp Bulb Campaign. The sponsors of the campaign, under the auspices of the 
Cincinnati Electrical Association, drew this history making attendance together in order to fill them up with 
enthusiasm for the campaign. 
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Mar- and Crack-proof 


of cleaner. 
established dealer. 





Now made mith 





Western News Flashes 





held meetings at the Hotel Howard, 
Brigham City, Utah, where many “pep 
talks” were given. The Montrose store 
has just completed redecorating, and 
the interior is most inviting. 


* * * 


Electric Co., Paonia, Colo., into one 
of the leading appliance businesses. 
He personally knocked off during the 
past few months 75 refrigerator sales, 
a number of electric ranges and water 
heaters, washing machines and lighting 
fixtures. 


* * * 
Electrical appliance sales in the 
Lathrop Hardware Co., Montrose, 


Colo., have become so important that 
Howard McIntyre has been selected 
to handle them, 


x * * 


The Hyde Motor Co., 
Utah, is putting a special salesman in 
the field to handle retail sales of 
electric appliances. 


*x* * * 


V. V. Mash, Anderson Drug Co., 
Montrose, Colo., boasts the selling of 
75 refrigerators during the first eight 
months of the current year. 


* * * 

General Controls Co., Los Angeles, 
Calif., is investing $186,000 in a plant 
for the manufacture of automatic tem- 
perature, pressure and flow controls for 


refrigeration, air conditioning and 
other uses. 

6 1” *K 
A complete electric kitchen in 


Modeltown, View Park, Los Angeles, 


| Calif., is being admired by thousands 
| of visitors. The display is to promote 


Leatheroid Cover 


aes ROAD to profit with “Progress” is paved — paved by 
thousands of home demonstrations made daily on this type 


For today's housewives prefer to deal with an 


The New 1938 Progress Vacuum Cleaner is made to SELL 
and stay SOLD. All the advantages of the cylinder type cleaner 
have been developed to perfection in the “PROGRESS”. Among 
improvements in the new model are a new, mar- and crack-proof 
LEATHEROID cylinder cover, and a new non-obtruding, built-in 


toggle switch. 


Backed by a sound, tested sales plan and possessing more sale- 
able features than any other vacuum cleaner, the “Progress” is 
headed for big things. Would you like to go along? 

(Dealers: Ask your distributor or write 
direct for full profit-making information.) 





Special carpet nozzle ingeniously 

1 devised, easy to handle, positively 
removes lint, threads, deeply im- 
bedded dirt, grit and sand from 
any carpet or rug instantly. 


2 


Purifies air in room through 1 

cial purifying process (removable 

Germ Trap) installed in machine. 

Largest air displacement. Water- 
ch 


lift 42-44-inch. 
Famous Black & Decker univer- 





“PROGRESS” FEATURES 


6 
7 


Finest workmanship, appearance, 
and performance. 


Fully guaranteed against defec- 
tive workmanship for one year. 
Guarantee certificate delivered 
with each machine. 

“Priced Right’’, with large mar- 
gin for everybody handling our 
product. Progress not only stays 
sold but builds business. 








sal motor approximately 500 A . - ’ 

. ~ pproved by Underwriters Lab 

waees. (A.C. and D.C.), 110 ~ cain, Ga 
THE PROGRESS VACUUM CLEANER IS MANUFACTURED IN AMERICA UNDER 
U. S. PATENTS BY PROGRESS VACUUM CORPORATION, CLEVELAND, OHIO. 








MAKE PROFITS WITH “PROGRESS” 
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interest in electric appliances and pro- 
duce business. 
oe «@ 
G. R. Pizzarro, refrigerator repre- 


sentative, has moved to the Signal Oil 
Building, Los Angeles, Calif. 


* * * 


tion of the National Electrical Con- 
tractors’ Association to be held Octo- 
ber 18-21 in Los Angeles, Calif., will 


Downey, | 


| 
| 








and Merchandise Mart 


| 


be the promotion of adequate wiring. | 


* * * 


At hardly any hour during October 


can one listen to a radio program on | 


The tl i the national coriven- | Sf cae 
€ theme of the nationa! conven- | equipment are moving into the build- 


the Pacific Coast without hearing 
some announcement concerning the 
gas range or radio set campaigns 
which are being conducted by the 
Pacific Gas and Electric Co. Actu- 


| ally these two campaigns are the most 


: | widely publicized ever held in north- 
Claude Dawes has built the Paonia | 


ern California. 


* a” * 


The Glendale, Calif., City Council 
by a vote of 4 to 1 has instructed the 
city manager to work out a plan 
providing for the discontinuance of 
the sale of electric ranges by the 
Municipal Public Service Department 
in competition with private enterprise. 
The council’s action followed the 
threat of electric appliance dealers 
to circulate petitions for a_ special 
election, to decide the issue. A con- 
troversy had been before the council 
since the last of July. It was indicated 


that the discontinuance of electric 
range sales would be accomplished 
gradually. 


* * * 


Record for the early summer cam- 
paign staged by the Puget Sound 
Power and Light Company reached 
a total of 2,361 water heaters, ranges 
and refrigerators sold during an 
8-week drive which ended in July. 
Of these 588 units were sold during 
the final week of the campaign. 
Quota was 2,200. This volume was 
reached by 45 salesmen, as compared 
with the 70 who were employed dur- 
ing a similar campaign in 1936. The 
Everett district won first place and 
the president’s plaque. 


x* * * 


Aug. 2-7 was Market Week in San 
Francisco, marking the opening of 
the new Western Furniture Exchange 
located at 
Market and 10th St. Flags and ban- 
ners down Market St., an engraved 
invitation to attend sent out by the 
mayor of the city and a special and 
extensive display of electrical equip- 
ment were features of the event. Sev- 
local distributors of electrical 


ing along with their displays and will 
maintain merchandising headquarters 
at this address from now on, 


* * * 


A Westinghouse range installed 
complete, including all home wiring, 








Neighborhood interest in electric cooking has been stimulated this fall 
on the Boston Edison system by delivering luncheons hot from the range 
to the homes of winning visitors to the company's stores on “Managers' 


Days”. 
the store demonstrations. 


Prizes are awarded by drawing names from attendance cards at 
Here Mrs. William F. Mountfort of Somerville 


is having the pleasure of receiving one course of a luncheon which has 
been brought to her home immediately after its preparation by Miss 
Pauline Poulsen of the Edison Home Service staff. 
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and 
dt good many million Why? Because they know that the 
- —— families in this coun- charge for my financing is fair... 
= | | oF try are friends of mine. because my collection service has 
— >| Ih — 7 been courteous and considerate. I 
the 0 = ¥ ae ho have their good-will. I know how to 
a | Og |o asad ee _— hold it for the dealers I work with. 
ev- i a refrigerators, heating 
-_ equipment, washing I protect my dealers in other ways, too. 
= nS machines, and many I give them a smooth, non-irritating, 
CONDITIONING EQUIPMENT | =lectrical appliances. thoroughly efficient credit investigat- 
Thousands of dealers ing service. Since I'm a specialist in 
_ profited by my assistance in making consumer credit I can usually spot 
_ these sales. You can profit by it, too. those risks that might cause trouble 
and a loss of profit. I make prompt 
When these same millions and other : » ‘ a 
ae . E remittances, keep collections regular. 
families come to buy electrical appli- 
ances, they’re going to think of me. If I'm the local manager of a Commercial 
they find me working for you, you're Credit office in your territory. I can 
going to find it easier to sell them. do a lot to help you. Let's talk it over. 
COMMERCIAL BANKERS @ HEADQUARTERS BALTIMORE 
CONSOLIDATED CAPITAL AND SURPLUS $65,000,000 
SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 193 OFFICES IN THE UNITED STATES AND CANADA 
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BEFORE THAT MAN’S HERE Chain! 


It doesn’t seem possible, but here we are again in the midst of 
the greatest buying season of the year. All America will heed the 
call to join good Old Kris Kringle on this festive, gift-giving 
occasion. 


Throughout the land, Mr. and Mrs. America will clamor to buy 
Electrical Gifts—sunlamps, irons, waffle irons, sandwich grills, 
toasters, mixers, roasters, coffee makers, percolators, urn sets and 
countless other time and labor-saving electrical servants. General 
Electric Appliances will be most in demand, for continuous Na- 
tional Advertising and years of satisfactory performance have 
made them the “buy-word” of every housewife. 


Be sure that you handle and promote this complete line of 
accepted, quality appliances so that you will derive your full 
share of this holiday business. See your General Electric Heating 
Device Distributor and place your complete order for electrical 
appliances with him Now! 


GENERAL @ ELECTRIC 


HEATING DEVICES 


Appliance and Merchandise Dept., General Electric Company, Bridgeport, Conn. 
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was the August offer of the Seattle 
City Light Department. Price was 
$89.50, with your old range in trade. 


* * * 


Hennessy’s of Butte, Montana, 
recently staged their Fall Radio 
Show, featuring Zenith radios. 


* * * 


Utah papers have been carrying 
advertisements of an “electric range 
bargain” in Hotpoint ranges, featured 
by the Utah Power and Light Com- 
pany and local Hotpoint dealers. The 
range is a 4-burner table model sold 
completely installed at $139.50. 


* * * 


Hale Bros, of Sacramento, Cali- 
fornia recently enjoyed the visit of a 
factory trained “hostess” who pre- 
sided for a week in their Frigidaire 
department. 

* * ~ 


August sales continued Barker 
Bros. (Los Angeles) summer program 
of specials in the electrical depart- 
ment. Low monthly terms were 
offered through cooperation with the 
Bureau of Power and Light. 


. ¢ « 


Roberts Bros. of Portland, Ore. 
recently offered a Westinghouse 
roaster free with every purchase of 
a Universal electric washer. The 
models featured ranged from $74.95 
to $139.50. 


* * * 


Mid-August sales at Meier & 
Frank’s of Portland, Ore. included 
many specials in both the small and 
large appliance departments. L. 
H. ranges have recently enjoyed a 
special demonstration on the floor of 
the main department. 


* * x 


Plans have been announced for an 
extensive building program which 
will double the present floor space of 
Buford’s Fresno, California electric 
store. An addition in the rear, with a 
mezzanine floor, built-in radio dem- 
onstration booths and a large base- 
ment display room are among the fea- 
tures planned. The front is to be 
remodeled in modern style with a 
Neon sign and the building will be 
air conditioned throughout. Several 
new employees are to be added to the 
staff. An “expansion sale” is now 
under way. 

* * 5 


An electric iron for $1, was adver- 
tised by Kramer’s Fresno Appliance 
Store during the recent $l-day sales 
staged by the merchants of Fresno, 
California. However, this offer was 
good only for purchasers of Apex 
washing machines, which made the 
smaller appliance a premium offer for 
this brief period. 


* * * 


Laundry equipment and radio have 
been to the fore in the advertising of 
practically all Spokane dealers during 
the past month. 


co * * 


In addition to the contest for the 
oldest washer in use in Portland, 
Oregon, Meier & Frank have now 
added a hunt for the oldest gas or 
electric ironer with a new ironer as 
the prize. Contestants must register 
and have their equipment inspected 
by a representative of the store. 
Water heaters and ranges have also 
been prominent in their recent adver- 
tising. 

* ok ns 


During the remodeling and open- 
ing of their new store in Salt Lake 
City, Montgomery Ward has been 
showing a complete line of electrical 
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16-FT. JUMBO 





Westinghouse built this 
refrigerator recently to show at 
distributor's conventions. It is 16 
ft. high and has 256.5 cu. ft. 
capacity. 


jumbo 





equipment at a temporary location on 
South West Temple street. 


e¢ & «@ 


The Northwestern Electric Com- 
pany of Portland, Ore. recently staged 
an electric home laundry equipment 
show in its showrooms. Local deal- 
ers participated by display of the 
makes they carry. Neat labels on 
equipment informed the visitors 
where the articles were obtainable. 


. ww s 


Several hundred housewives at- 
tended the cooking school held 
recently by the Z. I. of Salt 
Lake City in the store’s air condi- 
tioned auditorium. Prizes totalling 
$100 in value were given away and 
the program was enlivened as well by 
the personal appearance of several 
well known radio stars. L. & H. 
ranges were used in the demonstra- 
tion. 

* * * 


An editorial on electric ironers 
under the heading “Electrified Tues- 
day headed a recent issue of the 
Shopping News of San Francisco, 
marking the opening of the ironer 
campaign which is to be a fall event 
throughout Northern California, 
sponsored by the Electrical Appliance 
Society. 

* * * 


Winners for the best all-round pro- 
motion of electric ranges during a 
recent drive in the North Bay district 
of the Pacific Gas & Electric Com- 
pany were the Rex Hardware Com- 
pany of Petaluma, the Empire Elec- 
tric Shop of Santa Rosa, and the 
North Bay Electric Works of San 
Rafael. Window displays, newspaper 
advertising, store demonstrations and 
publicity, use of the power company 
wiring allowance and number of sales 
and prospects were considered in the 
award. Winner of the first prize, the 
Rex Hardware Company, staged an 
electrically cooked dinner followed 
by a talk and a skit in Two Rock 
Social Hall. 





Electromaster Account to Ayer 


Electromaster Inc., of Detroit, Michi- 
gan, has appointed N. W. Ayer & Son, 
Inc., as advertising counsel, it was an- 
nounced today. 

Electromaster manufactures 
ranges and electric water heaters. 


electric 
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JEWELRY 
STORE 


“The A.N.RJ.A. designates elec- 
trical appliances proper for 8th 
wedding anniversary gifts. Em- 
phosizes opportunity we knew 
existed—attest our profitable, 
growing dept.—for better grade 
appliances such as Everhot. Why 
shouldn't we carry more useful 
gift lines, as well as luxury 
or vanity lines?” 





La) 


DEPARTMENT 
STORE 


“Naturally, we corry competitive 
brands in nearly every commod- 
ity line. In the major appliance 
field, it's as easy to sell Ever- 
hot's new, exclusive features as 
either its chief or cheapest com- 
petition. Further, naturally, the 
profit is greater on the higher 
unit selling price.” 
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FURNITURE 
HARDWARE STORE 
STORE “Everhot appliances make the 
“oO best account openers or add-ons 
j oo egy moe br we've ever hit upon. Hundreds 
oan oo “yy oa ad | used. They have recognized 
rat ee prove’ aoe — quality. They are wanted items. 
ea aiciee sncatenaaiiins And then their price range suits 
4 . our low income market — our 
trical appliances. Everhot roast- moderate down payments and 
ers and heoters, because of their \ 
£1 ; long terms. 
and co! e, are 
two main profit items in their 
department.” 
ELECTRICAL 
Se y yy APPLIANCE STORE 
Re 
«& “More and more sales must be 
—= cultivated within low income 
= brackets. Everhot electrical ap- 
pliances still in the low saturation 
: roup therefore doubly sure bets 
- ‘or promotion this market. Ballyhoo 
 idp b-- for complete electric kitchens, 
2 } Bit] _ progressive electrical equipment, 
i -l | Be intl A etc. lessens sales resistance, but 
Lag performance and bea efi- 
Te ; a rf id b defi 
rs BT ht: WiTTT hh nitely influences Everhot 
purchases.” 
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—and they’ve PROVED IT! 
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ELECTRICAL APPLIANCES 


with MORE features ... 
FIT INTO THE PICTURE OF 
WIDELY DIVERSE OUTLETS 


EVERHOT ROASTER-COOKERS — electric—automatic—for 
Roast, bake, broil, stew, grill, toast and 
Large capacity (none larger on market). 
Improvements and features no other roasters can claim. 
roaster-cookers are preferred for performance—for their styling in 
Oval models as well as rectangular. 
promotion with matched all-metal utility table. 


complete meal cooking. 
fry. Brown perfectly. 


the modern mode. 
Broiler attachments—extra. 
EVERHOT Air-flow 


ROOM HEATER 
Smash hit of all portable electric 


heaters. Fastest seller on market. 
New, improved model. Fastest 
heating. Handsomest. Choice— 


brown or cream. Carrying handle 
is towel rack. Underwriters’ Lab- 
oratories Approved. Guaranteed 5 
years. Priced for volume turn- 
over. Lists only $7.95. 


EVERHOT 
ROASTERETTE 


heats—high and low. Choice—tan- 
gerine or cream. Lists $6.50. 
Reversible broiler and single-hole 
hot plate attachment—extra. 
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List $19.95 to 





Other Everhot quality appliances. 


SMARTER 


Everhot 


Special 
28.95. 


16} Quarts 


HI REFLECTOR 
HEAVY BRASS 
CHROMED COVER 


RUBY .-LITE 
SIGNAL 





styling . . . undeniably GREATER values 


_— AFETY LIFT 


HANDLE 
on front edge 


AMPLE FOR 17:; LB. TURKEY 


i *. B: - 
ADJUSTABLE \ » 


steam 
VENTILATOR [© 
{’ 


HINGED COVER 
. «+ separable 


Ask your jobber, or write or wire. 


Manufactured ty THE SWARTZBAUGH MFG. CO., tovevo, onto, u.s.a. 


Chicago Office: 1498 Merchandise Mart 


California Sales Offices: D. E. SANFORD CO.—Los Angeles, 656, S. Los Angeles St., San Francisco, 937 Howard St., Northwest Sales 
Office: D. E. SANFORD CO,—Terminal Sales Bldg., Seattle, Wash. 


1937 


New York Office: 200 Fifth Ave. 
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HAT is it? How’s it made? What does it do? 
Cover the trade, and you'll find questions like 


these on every tongue. Talk to a certain manufacturer 
and he’ll tell you the answer, “Just the metal we’ve been 
looking for—cannot rust; resists corrosion; resists heat ; 
and ends discoloration—we'’re going places with this 
new, shiny black metal, Ebonized Monel.” 

And you'll go places with it, too. For Ebonized Monel 
has all of the properties that made Monel* famous— 
and more besides. Like ordinary Monel, Ebonized 
Monel is stronger and tougher than bridge steel, can- 
not rust, is highly resistant to corrosion, and retains its 
strength at high temperatures. In addition, Ebonized 
Monel keeps its shiny black finish—does not become 
spotty or discolored when heated. Here’s why: 

Ebonized Monel is Monel with a special oxide coat- 
ing that’s more tightly adherent to the metal, than ink 
to paper. Its appearance is like that of a photographic 
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negative—black, yet glossy. And heat has no 
more effect on its color than sunshine has on an 
Ethiopian’s. 

No other metal has all of these qualities. 
That’s why the Edwin L. Wiegand Co., for ex- 
ample, now uses Ebonized Monel for deflectors for their 
famous Chromalox units, because they find it the ideal 
metal—the only metal possessing all the properties they 
need. 

As you know from experience, the Monel top on a 
range gives you a good selling point. Chromalox units 
with Ebonized Monel deflector pans give you another 
good selling point. So be sure to show them to pros- 
pects. Stress their exclusive advantages—non-rusting, 
corrosion resistant and non-discoloring. Write for fur- 
ther information. Address: 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N. Y. 


*Monel is a registered trade-mark applied to an alloy contain- 
ing approximately two-thirds Nickel and one-third copper. 
This alloy is mined, smelted, refined, rolled and marketed 
solely by International Nickel. 
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E. A. Fisher has been named 
manager of Frigidaire's house- 


hold engineering department. 


Earl D. Doty, for 2! years with 
Frigidaire, has been named 
advertising manager of Delco- 
Frigidaire Conditioning Corp. 





A. H. Reinach will head Kel- 
vinator's new commercial sales 
office on the Pacific Coas'. 





John J. Massimi has been 
made manager of apartment 
house appliance sales for Kel- 
vinator. 


J. M. Rushton is the new sales 
manager of the electric range 
division of Frigidaire. 





J. B. Dyer has been appointed 
chief engineer of the Frigid- 
aire's laundry equipment de- 
partment. 











Rew Positions of the Mouth 








Frigidaire 


E. G. Biechler, general manager of 
Frigidaire Division, General Motors Cor- 
poration has announced the following 
executive appointments : 

J. M. Rushton, sales manager, electric 
range division; W. I. Buchanan, sales 
manager, electric washer division; E. A. 
Fisher, manager, household appliance en- 
gineering department; F. H. McCormick, 
chief engineer, electric range engineering 
department; J. B. Dyer, chief engineer 
electric washer and laundry equipment 
department. 

Mr. Rushton and Mr. Buchanan will 
specialize in their respective divisions with 
distribution of both ranges and washers 
being carried out through the marketing 
channels of Frigidaire’s household divi- 
sion. Thus, they will report directly to 
Frank R. ‘Pierce, household division 
manager, and Charles T. Lawson, house- 
hold sales manager. 

Distribution and merchandising plans 
for the new products, of which manufac- 
ture has started at Frigidaire’s Moraine 
City plant, will be announced soon. 

Mr. Rushton is widely known in the 
electric appliance field, particularly for 
his success in obtaining widespread use 
of electric ranges in the area served by 
the Philadelphia Electric company, of 
which he was manager of sales produc- 
tion and personnel. 

Mr. Buchanan started his business 
career at the age of fifteen as an office 
boy in the general offices of Cadillac. 
In 1927, he became an apartment house 
refrigerator salesman for Frigidaire at 
Detroit and moved rapidly to household 
sales supervisor, apartment house division 
sales manager, general representative for 
the department store division working 
out of Frigidaire’s main office, and metro- 
politan sales manager for Chicago, the 
position he leaves to take up his new 
duties. 

Mr. Fisher has been with Frigidaire 
and its predecessor companies for twenty 
one years, working up from a clerk in 
the purchasing department to ice cream 
cabinet sales manager, Providence, R. L., 
branch manager, assistant treasurer and 
budget director. 

Mr. McCormick was assistant chief 
engineer of Edison General Electric Ap- 
pliance company, having started his manu- 
facturing career with General Electric at 
Pittsfield, Mass., following employment 
by the Washington Water Power com- 
pany in Spokane, for which he went to 
work after being graduated from Wash- 
ington State college. As a utility man, 
he sold and serviced some of the first 
electric ranges built in 1911. 

As engineer and assistant chief engi- 
neer for Edison General Electric appli- 
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ance, Mr. McCormick had direct charge 
of design of all Hotpoint and General 
Electric ranges and water heaters from 
1922 to 1935, when he moved to Dayton. 

Mr. Dyer has been active in the elec- 
trical industry since he was graduated 
from Ohio university in 1906. He was 
a mechanical and electrical engineer with 
Westinghouse Electric and Manufactur- 
ing company at East Pittsburgh, Pa., for 
five years, an engineer with the Wagner 
Electric company at St. Louis, Mo., for 
ten years, and served in various electrical 
engineering capacities with General Mo- 
tors Corporation for ten years prior to 
becoming associated with Frigidaire more 
than a year ago. He has a wide knowledge 
of the electric washer industry, having 
worked closely with manufacturers in 
that field for many years. 


Delco-Frigidaire 


Appointment of Earl D. Doty, widely 
experienced advertising man, as adver- 
tising manager of Delco- Frigidaire Con- 
ditioning Division, General Motors Sales 
Corporation, was announced also by 
E. G. Biechler, general manager. Mr. 
—_ has been a member of Mr. Biechler’s 
staff. 

In his new post, Mr. Doty will be in 
charge of advertising covering General 
Motors’ automatic heating and air con- 
ditioning activities, reporting to J. J. 
Nance, general sales manager. 

Mr. Doty has been with Frigidaire 
and its predecessor company, Delco-Light, 
for twenty-one years. 


Kelvinator 


Establishment of a new Apartment 
House Department to handle the merch- 
andising of Kelvinator household appli- 
ances in that field has been announced 
by Ralph C. Cameron, Sales Manager of 
Household Appliances, Kelvinator Divi- 
sion, Nash-Kelvinator Corporation. John 
J. Massimi has been appointed Manager 
of Apartment House Appliance Sales to 
head the new department and will start 
work immediately in setting up the 
nation-wide activities of the new organi- 
zation. Headquarters will be in the 
Chanin Building, New York City. 

Mr. Massimi comes to Kelvinator with 
a background of many years experience 
in household appliance merchandising, 
particularly in the apartment house field. 
He was for a time connected with the 
test department of the General Electric 
Company in Schenectady and Pittsfield. 
Subsequently he was with the Duplexalite 
Company for several years, and from 
1927 to 1937 was manager of the Apart- 
ment House Department of Rex Cole, Inc. 

Immediate establishment of a separate 





F. H. McCormick is chief en- 
gineer of Frigidaire's electric 
range engineering department. 





W. |. Burchanan has been 
appointed sales manager of 
Frigidaire's washer division. 





George M. Jensen has been 
appointed southeastern re- 
gional manager for Kelvinator. 





Harry C. Mealey is Kelvina- 
tor's new Western Regional 
manager of appliance sales. 
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TO THIS SENSATIONAL 


Super Gealure 


EASY WASHER 


THE 1938 DAMP DRYER MODEL... 


Easy Washer features the Mark-Time Washer Switch as the latest of its many splendid 
features that make it truly “Easy-Matic’”’ for the modern housewife. 





The progressive officials of this world-famous washer organization selected the 

MARK TIME WASHER SWITCH because: 

1. Washing A made safer, easier ... pre- 
vents waste... saves steps. 


2. Leading women's mageutpee carry fea- 
ture articles on the evils of over-washing. 


3. Provides another forceful talking point 
for greater washer sales. 


4. Washers are more easily sold when auto- 
matically timed. 


This is another of America’s foremost Washer Manufacturers who is taking advantage of 
this latest popular trend—Automatic Timing with the Mark-Time Washer Switch. 
DEALERS! Insist that the washers MANUFACTURERS! Ask to see the beautiful 
you sell are Automatically timed Mark-Time dials designed exclusively for your 
by Mark-Time, Write for booklet washer. . . how impressively they add to its 
on “Timing the Wash’’. appearance .. . step up its sales appeal. 


M. H. RHODES, INC. 


ROCKEFELLER CENTER NEW YORK CITY 











Coffee 


simply spells 


SILEX 


For that "brewing completed without removal of glass 
from stove" 





. for that coffee unspoiled by metallic 


corrosion . . . don't forget that the uniform heat is 





produced by 


Just another of the 
many endorsements, by 
leading electric appli- 
ance manufacturers, of 
“TOPHET"—the heater 
wire that really stays 
young. 
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The long-life, dependable nickel-chrome alloy selected 
by The Silex Company for its heating elements. 
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Roy Johnson has been named 
advertising manager for Gen- 
eral Electric's household ap- 
| pliance sales division. 


C, R. Thorson has been ap- 
pointed sales manager of 
G-E's electric clock division. 











commercial sales office on the Pacific 
Coast was announced today by J. A. 
Harlan, Commercial Division sales man- 
ager. The new office will be opened in 
San Francisco as soon as possible after 
Oct. 11, and will be headed by A. H. 
Reinach, of Detroit, hitherto sales man- 
ager of Kelvinator’s Standard Commercial 
and Liquid Cooling Department. 

As sales manager of the Western Com- 
| mercial Division Mr. Reinach will super- 
| vise Kelvinator’s entire commercial sales 
|activities in a territory covering eleven 
states and extending from Canada to the 
Mexican border and eastward to Kansas. 

Kelvinator’s west coast commercial 
activities have hitherto been directed 
through the Regional Office of J. L. 
Conover, who has acted in the dual capac- 
ity of Regional Manager of Household 
Appliances and Commercial Equipment. 

Continued ill health has forced J. B. 

Reeves, Kelvinator’s Southeastern re- 
gional manager for household appliances 
|during the past year, to request an ex- 
|tended leave of absence effective imme- 
diately. 

The appointment of George M. Jensen, 

previously special assistant to Campbell 
| Wood, Kelvinator director for public 
| utilities, as the new Southeastern regional 
| mé anager, with headquarters at Atlanta, 
| Ga., beginning October 1, was announced 
|by Mr. Cameron at the same time. 

Harry C. Mealey has been appointed 
| Kelvinator Western Regional Manager of 
| Household Appliances, effective imme- 
diately. Mr. Mealey succeeds J. L. Con- 
lover who will shortly assume a position 
|of added responsibility with the same 
| company, as Manager of a new Kelvinator 

| Branch to be opened within a few weeks 
|in Chicago. 

| Mr. Mealey will be in charge of Kel- 
| vinator’s entire western household appli- 
lance sales territory comprising eleven 
| states. Regional headquarters will remain 
|as at present in the Sharon Building, 
| San Francisco, California. 

| Mr. Mealey, a native of Ohio, comes 
to Kelvinator after eighteen years ex- 
| perience with one of the major electrical 
|appliance companies, most recently as 
General Sales Manager of Refrigeration 
|for the Edison General Electric Appli- 
ance Company. 








G-E Appliances 


Roy Johnson, manager of the miscel- 
laneous household appliance sales section 
of the General Electric appliance and 
merchandise department, has been named 
advertising manager for the entire 
household appliance sales division, ac- 
cording to an announcement by C. H. 
Lang, G-E advertising and publicity 
manager. His new duties will include 
supervision of advertising and promo- 
tion for home laundry equipm. t, vac- 
uum cleaners, heating devices, fans, 
electric clocks, and such miscellaneous 
household appliances as the door pol- 
isher and the electric blanket. Mr. 
Johnson’s responsibilities as manager of 
the miscellaneous household appliance 
sales section will continue. 

Supervisors of advertising and promo- 
tion for the various household appliance 
lines, who will henceforth report di- 
rectly to Mr. Johnson, are Lee Wich- 
elns, home laundry equipment; Roy 
Weldon, vacuum cleaners; George Lib- 
bey, heating devices; E. A. Macaulay, 
fans; D. B. Hollister, electric clocks. 

Changes involving both headquarters 
and district organiations of the General 
Electric appliance and merchandising de- 
partment have been announced by R. J. 
Cordiner, general manager of appliance 
sales. The new appointments were effec- 
tive October 1. 

C. R. Thorson has relinquished his 
responsibilities as district appliance 
sales manager at Minneapolis to become 
sales manager of the electric clock sec- 
tion at Bridgport. J. P. Rainbault con- 
tinues as manager of the section. 

T. B. Allen, formerly district appli- 
ance sales manager at Atlanta, has suc- 
ceeded Thorson at Minneapolis, and 
J. M. Walker, formerly general sales 
manager of Rex Cole Inc., New York, 
has been appointed district appliance 
sales manager at Atlanta. 

Thorson joined the General Electric 
Company in 1930 as a merchandise sales- 
man in the Boston area, and later was 
placed in charge of home laundry 
equipment sales in Philadelphia. He 
became district appliance sales manager 
for the Minneapolis territory in 1935. 





J. M. Walker has been named 
G-E's district appliance sales 
manager at Atlanta. 


NOVEMBER, 





T. B. Allen succeeds C. R. 
Thorson as district appliance 
sales manager at Minneapolis. 
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Paul H. Dow has resigned G-E 
to join Moser & Suor, Norge 
distributors in Kansas City. 


— - 





Allen was with the Willis Company, 
specialty appliance distributors in Can- 
ton, Ohio, for several years, eventually 
becoming sales manager. He joined 
the General Electric refrigeration de- 
partment in 1931 as district representa- 
tive in Philadelphia. In 1933 he was 
appointed district manager of specialty 
appliance sales in Atlanta, and became 
appliance sales manager for the district 
three years later. 

3efore joining General Electric, 
Walker was associated with the Easy 
Washing Machine Corporation in its 
southeast territory with the Newport 
News Gas and Electric Co., and with 
Appalachian Electric Power. After see- 
ing service with a G-E distributor, he 
entered the company’s refrigeration de- 
partment, contacting public utilities. In 
1934 he became holding companies’ rep- 
resentative and eastern district sales 
manager for specialty appliances in New 
York, and was appointed general sales 
manager for Rex Cole Inc., in 1936. In 
recent months he has been connected 
with the General Electric Home Bureau 
in charge of field operations. 


Moser & Suor 


After eleven years with the Lamp and 
Appliance Departments of the General 
Electric Company, most recently as di- 
rector of the General Electric Institute, 
Paul H. Dow resigned recently, and, 
effective October 11, became assistant 
general sales manager of Mosher & Suor, 
Inc., Kansas City, Mo. distributors of 
Norge appliances. Don Keller is general 
sales manager. Mr. Dow will also direct 
the advertising and sales promotion of 
the company. 


Cutler-Hammer 


A. R. Johnson, former manager of the 
Detroit office of Cutler-Hammer, manu- 
facturers of motor control apparatus, has 
been appointed manager of the Merchan- 


dising Sales Division of the company, in | 
charge of distributors sales. Mr. Johnson | 


joined the company in 1917. His head- 
quarters will be in Milwaukee. 








A. R. Johnson has been made 
manager of the merchandising 
sales division of Cutler Ham- 
mer. 
















Concentrate on UNIVERSAL 
— a complete line that means 
EXTRA SALES — 
EXTRA PROFITS 


Today in practically every 








home there are one or more 
UNIVERSAL Household 
Helps that have been giving 





satisfactory service for years. 
These millions of satisfied 
customers come back for 
other UNIVERSAL Products 
including this distinctive 
line of major appliances. 


VACUUM CLEANERS 
Include every convenience and 
improvement with models to 
meet every purse. 


UNIVERSAL 
WASHERS 
Embody new designs and 
latest mechanical features. 
Models and prices to meet 

every need. 

















UNIVERSAL 
REFRIGERATORS 
The silent rolling action of 
its ‘trouble free’’ ice-cycle 
system, operates with the 

utmost efficiency. 

















ELECTRIC RANGES 
Represent the most modern 
thought in design with every 
refinement and appointment 
and of highest grade mechanical 
and electric construction. 











Write us for your nearest distributor 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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Again Hankscraft 


them. For profit, 


Christmas season. 
























Model No. 815! 


NO. 800 
EGG SERVICE SET 


NO. 794 
EGG COOKER 


aera IL 


This time with a new — 
egg cooker and egg service 
that have won the approval 
of everyone who has seen 
stock and 
display these Hankscraft ap- 
pliances during the Fall and 


‘ ait 





Standard Eos Cooker 


The graceful lines of this 
new model egg cooker win 
instant favor. The base is 
of ivory, the dome of chrome 
or copper. Included are a 
boiling tray and poaching 
dish of ivory porcelain. 


Standard Egg Service 
Set 


A pleasing ensemble—egg 
cooker with ivory base and 
chrome or copper dome, 
four ivory egg cups, 
ivory poaching dish 
and gleaming chrome 
or copper tray. Grace- 
ful matching design of 
o7y, cooker, poaching 
di and tray is strik- 
ingly effective. An 
ideal electrical gift. 


‘62, 


SHOW THE ENTIRE HANKSCRAFT LINE THIS CHRISTMAS! 


NO. 742 DE LUXE NO. 730 
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Mr. Dealer—Be Alert 


Offer your customers what is latest and best . . 
make new friends . . . and greater PROFITS. 

Like John Wanamaker, Stern Bros., Abraham 
& Straus, Lewis & Conger and J. W. Robinson 
Co., Los Angeles, you can be the first in your 
city to present Toast-O-Lator’s unique advant- 
ages to your customers. They will bring their 
friends back for more. 


TOAST-O-LATOR CoO., INC. 
103 Park Avenue, New York, N. Y. 












TOAST-O-LATOR CO., INC., 103 Park Ave., 


business and profits all year . . 


Name 


gteeeesesasceeens 
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seeececescesssccsscesssssessess MAIL | 

New York, N. Y. 

Please send us at once all information about the Toast-O-Lator . . 

. particularly during the Gift Season. 
Town 





From ESQUIRE, Oct. Issue 


TOAST ON A TREADMILL. If 
you go in for mass produc- 
tion in toast making, then 
by all means get one of the 
new electrical gadgets which 
makes three pieces at a time 
per minute. Machine is a 
handsome chromium affair, 
with slots at either end. You 
insert the three pieces in one 
side and a conveyor line car- 
ries the toast through auto- 
matically and drops it out at 
the other end, uniformly 
toasted to a golden brown on 


| announcement by 










C. P. Randolph, chief engineer 
of Hotpoint, has been made a 
vice president of the com- 
pany. 











Lloyd Spencer has been 
named general sales manager 
of Stromberg-Carlson  Tele- 
phone Mfg. Company. 





Hot Point 


C. P. Randolph, widely known in the 
electrical industry as a result of notable 
service as chief engineer of the Edison 
General Electric Appliance Company, has 
been elected vice president of the company 
in charge of engineering, according to an 
George A. Hughes, 
President. 

Mr. Randolph’s election is signal re- 
cognition of his contributions over a long 


| period of years to the electric range and 


water heating industry. Upon graduation 


| from the University of Texas, where he 
| obtained his Master’s degree, Mr. Ran- 


both sides at the same time. | 


Costs $13.95. 


- how it will increase 


“seseeccececaceed 


dolph entered the Massachusetts Insti- 
tute of Technology as a graduate student, 
specializing in chemistry. He entered the 
service of the General Electric Company 
as assistant to William Stanley, inventor 
of the transformer, and worked with Mr. 
Stanley developing the first General Elec- 
tric electric range. Later he was made 
Managing Engineer of the Heating De- 
vice Department in the Pittsfield Works 
of General Electric and in 1918, when 
this unit of the company was consolidated 
with the Hughes Electric Heating Com- 
pany and the Hotpoint Company to form 
the Edison General Electric Appliance 
Company, Mr. Randolph came to Chicago 
as Chief Engineer. 

The present Calrod unit, recognized as 
one of the chief contributing factors to 
the rapid growth of the electric range 
industry, was developed under Mr. Ran- 
dolph’s direction. He has also played a 
leading role in electric range styling and 
in the development of controlled electric 
water heating. 


L. H. Gilmer 


The L. H. Gilmer Co. announces the 
appointment of Fred Sintes, Jr. as- Dis- 
trict Manager for Louisiana, Mississippi 
and Arkansas, on the Company’s line of 
belts for domestic and commercial re- 
frigerators, and for household washing 
machines, pumps and similar drives. Mr. 
Sintes’ headquarters will be in New 
Orleans. 





Utah P& L 


W. E. Fleetwood has been appointed 
superintendent of dealer coordination for 
the Utah Power & Light Company, an- 
nounces Vice-President and Commercial 
Manager P. M. Parry. Mr. Fleetwood 
has had long experience in utility work, 
having entered the field in 1909 with the 
Delta Colorado Electric Company. In 
1930 he was appointed district representa- 
tive at Price, Utah, and in February 1935 
was made Utah Power division manager 
at Provo, Utah. Mr. Fleetwood, in en- 
tering his new duties, will promote the 
Better Light-Better Sight campaign, 
which started throughout the territory 
September 25. 


Stromberg-Carlson 


The apnointment of Lloyd Spencer to 
be general sales manager of the Strom- 
berg-Carlson Telephone Mfg. Co. has 
just been announced by George A. Sco- 
ville, vice President and general manager 
of the Rochester concern. Mr. Spencer 
for the past nine years has been sales 
manager for Gross Sales, Inc., New York 
and New England representatives of 
Stromberg-Carlson. Before that he was 
one of the successful merchandising men 
of the talking machine days. He is 
widely known throughout the eastern 
part of the United States and the news 
of his advancement will be received with 
pleasure by his many friends in the radio 
industry. 


Haag Bros. 


Haag Bros. Company of Peoria, Illinois, 
manufacturers of Haag Vortex Machines, 
announces the appointment of Walter C. 
Marvel as General Sales Manager, effec- 
tive as of October 1. 

Mr. Marvel has held the position of 
assistant sales manager for the past sev- 
eral years. He is well known not only 
to distributors and dealers of Haag wash- 
ers and ironers, but throughout the indus- 
try as one of the most capable and best 
informed executives in the appliance field. 








Russell W. Ayres has been 
named chief engineer of the 


Stewart-Warner 


Corporation 
of Chicago. 


NOVEMBER, 





Walter C. Marvel has been 
appointed general sales mana- 
ger of the Haag Bros. Com- 
pany of Peoria, Ill. 
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an- ° : . . Ss ° 
cial HE circles on the calendar indicate the publication dates of 
me magazines carrying ads of MAZDA lamps made by G-E. During 
‘the November alone, consumer and business magazines average more 
a than 11% million advertising impressions every day! 
935 These ads direct customers to your store to buy... and make it that 
pad much easier for you to sell lamps bearing the G-E monogram. Adver- 
the tising of this kind . . . that increases store traffic .. . is Point One in 
ign, G-E’s Three-Point Selling Program. 
tory . . . . . . 
Point Two is the attention compelling window display for the 
month, that identifies your store with this G-E lamp advertising. 
Point Three consists of tested merchandising ideas and material to 
r to ° : 
hong help G-E lamp agents increase the unit of sale and turn lookers 
has into buyers. 
Sco- 
ager | Be sure to take full advantage of G-E’s tremendous November adver- 
a od tising by putting lamp displays in your window and on your counters 
sa A , , 
‘ork . and by asking customers to stock up with the new, brighter 
= MAZDA lamps made by General Electric. General 
wa ° 
men Electric Co., Dept.166-EM, Nela Park, Cleveland, O. 
p is 
na Be sure that you have the new G-E “buying sign’ in your 
wi th window or on your door where customers can see it. It serves 
adio as a reminder to buy lamps in your store. 
=“ GET NEW 1937 G-E DISPLAY MATERIAL 
 ¥ . 
ffec- TO SELL CHRISTMAS TREE BULBS 
am The colorful counter display shown at 
only the left and the attention-getting window 
vash- streamer shown below have been especi- 
adus- ally designed to help you sell G-E 
best MAZDA Christmas Tree lamps. Order 
field now through your Jobber or your 


Christmas Tree outfit manufacturer who 
supplies you. 


MAZDA ) LAMPS 


STAY BRIGHTER LONGER STAY BRIGHTER LONGER 


AVORD CONSTANT CHANGES OF BURNED OUT BARGAIN 











GENERAL @ ELECTRIC 
MAZDA LAMPS 
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Graybar 
: 
Kenneth B. Hopkins, assistant sales . 
promotion manager of Graybar Electric tion 
Company has been appointed assistant the 
supply sales manager of Graybar, in qua 
charge of street lighting materials, tools Un 
and solderless equipment. He will re- to ] 
port to George F. Hessler, assistant i: 
general sales manager. bee 
Ken Hopkins came with Graybar in son 
1925 as a copy man in the advertising 
department. In 1929 he was made assis- 
tant advertising manager. He specialized 
in cooperative work with many of the 
suppliers whose lines he will now super- 
vise. His close contact with the represen- 
tatives of these manufacturers and his 1 
understanding of their problems made him as 
a logical choice for the position of assist- Co 
ant supply sales manager. on 
L. W. Taylor, formerly of the Gray- én 
bar office at Columbus, Ohio, has also om 
become a member of Mr. Hessler’s De- of 
partment. Mr. Taylor has been ap- Th 
pointed assistant sales manager of the o 
Outside Construction Department, re- P 
porting to D. C. Guest who is sales a9 
manager of that Department. Mr. Guest's ro 
headquarters are at 420 Lexington Ave- 
nue, New York City in the General 
Offices of Graybar. Mr. Taylor will be 
located at the Chicago Offices of Graybar. 
( 
Progress Vacuum ‘io 
W. V. Carroll, formerly sales promo- > 
tion manager of E. A. Wildermuth Com- fot 
pany of Brooklyn, distributors of Kel- W 
vinator refrigerators, washers, ranges, ing 
Grunow and Atwater Kent Radios, and 19 
who has been associated with the home 19 
appliance field for many years, has just Dj 
been appointed general sales manager of ch 
the Progress Vacuum Corporation, manu- in; 
facturers of The Progress (cylinder th 
type) vacuum cleaner, in Cieveland, Ohio. ; On 
Preceding his four years with Wilder- I. 
muth, Mr. Carroll spent seven years or- er 
ganizing sales offices and directing sales jo 
training for Electrolux, Inc., makers of pa 
Electrolux Vacuum Cleaners. His ex- ff se 
perience also includes five years with se 
In appearance they are much alike. But one of them wears a well-known name, a Great Northern Manufacturing Company w: 
of Chicago, and six years of —_ oe j at 
name famous for dependability and quality. Which of these hats would you buy— Belsich a. io ee woe " 
. a 
the one with the name you know and trust or the unsponsored one? e Now let’s j 
change the picture. The scene is your store. You are showing a customer a refrig- Black & Decker 
iow . The appointment of Glen H. Treslar as 
erator. She has visited other shops and listened to many sales talks. When she has PP oe de Manager of the Black & ge 
Decker Mfg. Co. has just been announced E 
seen what you have to offer, she will decide. e You enthusiastically point out the by Mr. S. Duncan Black, President of el 
the Company. 
. , . Mr. Treslar has been connected with sa 
mechanical and convenience advantages of your refrigerator. The other merchants the organization for over fifteen years in sc 
the oe of territorial salesman, ter- fa 
j z : . : ritorial branch manager and more re- in 
did that too. You speak of your glistening porcelain enamel. So did the others. cently as Supervisor of the Cleveland and e) 
’ , Detroit areas. He is to have his head- 1S 
. » » And then she spies on your refrigerator a familiar label—the well-known quarters at the Company’s home office B 
at Towson, Maryland, assisting Mr. Rob- 5 
ARMCO triangle trade-mark. Everything else being equal, whose refrigerator will sala iataceeder ite SI 
ro 
that customer decide to buy? e For twenty-three years ARMCO national advertising > 
; Kelvinator at 
has been telling people that whenever they see the ARMCO label on anything made @ 
ene — W. ee as b: 
: ‘ assistan . J. McIntyre, mana- 
of porcelain enamel they can be assured that that glossy, velvet-smooth beauty will ger “ , AAS pone td ‘teens, ef 
' or ew ae, was ae se 
ast a lifetime. e If your refriger i i today by Ralph C. Cameron, sales man- tr 
y refrigerators, ranges and washing machines do not carry aan of Innit ieiaies too Ka- : 
. aan . vinator Division, Nash-Kelvinator Cor- 
the sales-persuading ARMCO label, isn’t it good business to ask your manufacturers poration. 
; = uae conte = the pores, ates 
j i ; 3 ° F . : : in Detroit from Kelvinator’s icago 
te attach it? The American Rolling Mill Co.; Executive Offices, Middletown, Ohio. territory, where he hes been regional! 
Laundry Equipment supervisor. 
Previous to joining the Kelvinator d 
ee Mr. Poirson ~ , — t! 
years a district manager o} undry 
A R M C 0 | i A NAME KNOWN ¢€ ? Equipment and C'eaner sales for Gen- C 
TO MILLIONS RM eral Electric Company, and previous to . 
that was a special sales representative i 
\ and subsequently eastern sales manager , 
emer cen for one of the other well known wash- 
ing machine manufacturing companies. J 
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Universal Cooler 


William A. Devlin, one of the pioneer 
production men in the electric refrigera- 
tion industry has been selected to head 
the newly created post of supervisor of 
quality for all products manufactured by 
Universal Cooler Corporation, according 
to Frank S. McNeal, President. 

For the past year, Mr. Devlin has 
been national service manager at Emer- 
son Electric Co., St. Louis, Mo. 


RCA Mfg. Co. 


The election of G. K. Throckmorton 
as president of RCA Manufacturing 
Company, Camden, N. J., was an- 
nounced today by David Sarnoff, presi- 
dent of Radio Corporation of America 
and Chairman of the Board of Directors 
of the Manufacturing Company. Mr. 
Throckmorton has been executive vice- 
president of RCA Manufacturing Com- 
pany and the operating head fol- 
ing the retirement in April of E. T. 
Cunningham, former president. 


Crosley 


Charles R. D’Olive has been appointed 
vice-president in Charge if Refrigera- 
tion Division of The Crosley Radio 
Corporation, Powel Crosley, Jr., presi- 
dent, has announced. Mr. D’Olive was 
formerly connected with the Stewart- 
Warner Corporation in Chicago, hav- 
ing joined that organization early in 
1933 as refrigeration sales manager. In 
1935 he was transferred out of the Sales 
Division at Stewart-Warner to take 
charge of their Refrigeration Engineer- 
ing and Planning. He functioned in 
this capacity until his resignation on 
October 15. 

Mr. D’Olive’s initiation in the refrig- 
eration industry came in 1931 when he 
joined the Trupar Manufacturing Com- 
pany of Dayton, Ohio as a field repre- 
sentative, covering New York State, 
selling Mayflower refrigerators. He 
was general sales manager of Mayflower 
at the time he resigned to join Stewart- 
Warner. 


Westinghouse Electric 
Supply Company 


Bonnell W. Clark, vice-president and 
general manager of the Westinghouse 
Electric Supply Company, recently was 
elected president of the company. 

Mr. Clark entered the electrical whole- 
saling business in 1906, with the Robert- 
son-Cataract Electric Company at Buf- 
falo, N. Y. He has been continuously 
in electrical wholesaling since that time, 
except during the period from 1916 to 
1920, when he served the Gould Storage 
Battery Company as sales manager. 

He joined the Westinghouse Electric 
Supply Company on January 1, 1925, as 
special representative. The company 
which in 1925, operated fourteen electri- 
cal jobbing houses, experienced rapid 
growth. Mr. Clark participated in the 
activities of expansion by purchase of 
existing houses and opening of new 
branches. 

_He became general manager in 1929; 
vice president and director in 1932. He 
served as chairman of the National Elec- 
a - * acaraaai Association from 1930 
0) . 


Havens Electric 


Havens Electric Company, wholesale 
distributors of Albany, N. Y., announce 
the following personnel changes: B. J. 
Coughlin has been appointed supply sales 
manager; Clifford Chisholm has been 
made appliance sales manager; Francis 
M. O’Keefe and M. G. Pfaffenbach have 
been added to the sales staff. Harry P. 
Jones resigned as sales manager. 
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In the first place, you must remember, por- 
celain enamel is a mineral substance—the 
various ingredients of which are gathered 
from all over the world: Malay, Greenland, 
Peru, France, California, etc. 


After being very carefully proportioned these raw 
materials are mixed, then in huge furnaces smelted 
down to a molten mass like lava. After this molten 
rock has cooled, it is ground to a fine powder. 

This is then sprayed in liquid form on a sheet 
of especially prepared steel and fired in a furnace 
so hot (1550 degrees F.) that not only does the 
porcelain enamel again melt but the surface of the 
steel becomes white hot, permitting the porcelain 
enamel to fuse or weld right onto the steel itself. 

It is that intense heat (so hot it would instantly 
destroy any organic finish) that makes porcelain 
enamel flint-hard, non-absorbent, sanitary—the 
lifetime finish. 

Madam, there is no substitute for true quality— 
for porcelain enamel. That’s why we always rec- 
ommend it. We know it is the one finish you will 
find entirely satisfactory, not only now—but years 
and years from now. 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue 
Chicago 





PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


Send me a copy of your FREE book: “Sales Manual for Porcelain Enamel.” 





Firm .. 





PND ret Rt RF et ee ee 
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1. "G-E MAZDA" XMAS DIS- 
PLAY 

General Electric Co., Nela Park, 

has a colorful counter display and 

other hard hitting point-of-sale 

items to help boost sales of Christ- 

mas tree lamps. 


2. TRAILER STORY BY "JUD- 
KINS" 


J. B. Judkins Company has 
factual material showing how mer- 
chandising and display trailers are 
used to sell appliances. Company 
also offers an interesting historical 
booklet, “Where Fine Coachcraft is 
a Heritage.” 


3. "FARIES" CATALOG 
SHOWS FULL LAMP LINE 


Holiday trade boosts lamp sales. 
Worthy of consideration for special 
promotions is new line of executive 
and general office lamps presented 
in Fairies Mfg. Co.’s latest catalog. 
Your copy comes without charge. 


4. "HOSKINS" MANUAL HAS 
TECHNICAL DATA 


Technical facts on “Chromel” 


wire are presented by Hoskins 
Mig. Company in its new Catalog 
“L.’ If you’re interested in electric 


heating elements be sure to get this 
one. 


5. "HOTPOINT" CALROD 
RANGE UNITS 


New giant broadside by Hotpoint 
features tests that company claims 
prove Calrod “the fastest and long- 
est lived electric cooking unit ever 
built.” Calrod is just one feature 
of Hotpoint’s new Dorchester range 
but you ought to have the complete 
story. 


N" DRAMA- 


6. "SPEED QUEE 
OMPLETE IRONER 


TIZES C 
SALE 


“Mrs. America Buys An Ironer” 
is title of sparkling new booklet 
published by Barlow & Seelig Mfg. 
Co. on its Speed Queen ironers. 
It dramatizes a typical ironer sale 
from start to dotted line. Should 
help you sell more ironers. 


7. "SCHELM BROS." TRAILER 
LITERATURE 


Schelm Bros. Inc., who feature 
Schelbro Sales Coaches in an in- 
teresting new catalog, claim dis- 
tinction of being largest exclusive 
makers of commercial coaches. 
Their story is worth reading. 


8. NEW CATALOG BY "PER. 
FECTION" 

52-page catalog of Perfection 
Stove Company describes complete 
line of oil burning cookstoves, heat- 
ing stoves, water heaters, air-con- 
ditioning heating plants and refrig- 
erators. 


9. “HOLLAND-RIEGER" SMALL 
WASHER DATA 

Addition to the Holland-Rieger 

Corporation’s line of Sandusky 


NOVEMBER, 


FREE SALES HELPS 


Knowledge is power—and good merchandising. No man can know too much 
about his merchandise—and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 
of the free sales helps listed on this page. Circle the numbers of the items you 
want on the coupon—sign—detach and mail. You'll get full details free. 








small sized washers is the new 
model JDS apartment-sized washer 
with attached stand described in 
new literature just made available. 


10. "APEX" BROADSIDE 


Clever broadside, “Jnteresting 
Figures,’ prepared by the Apex 
Rotarex Corporation highlights 


company’s dealer helps and cam- 
paigns on Apex small-space washer 
and ironer. 


11. "EASY" PRESENTS 1938 
WASHERS, IRONERS 


Easy Washing Machine Co.’s new 
portfolio dramatically highspots 
company’s new line of washers and 
ironers. New models are pictured 
in full colors, and entire presenta- 
tion is something no washer-ironer 
man should miss. 


12, "PORCELAIN ENAMEL" 
SALES MANUAL 


To help you make “higher profits 
and happier customers,” Porcelain 
Enamel Institute, Inc. has intro- 
duced a new book, “Sales Manual 
for Porcelain Enamel.” Your copy 
free. 


13. “AUTOMATIC W ASHER" 
SALES PROGRAM 


A new Profit Making Sales 
Plan has been introduced by the 
Automatic Washer Company. 


14. "WESTINGHOUSE" PRO- 
MOTION PLANS 


Full details of special holiday 
promotion plans for washers and 
ironers are offered by Westinghouse 
Electric Company. 


15. "BURGESS" XMAS DISPLAY 
READY 


A striking Christmas display, 
lithographed in brilliant colors, is 
offered by the Burgess Battery 
Company. 


16. "COMMERCIAL CREDIT" 
BROADSIDE 


A large multi-colored broadside 
has just been issued by Commercial 


Credit Corporation to tell about its: 


Economy Purchase Plan for deal- 
ers. Company invites requests for 
copies. 
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17. "PROGRESS" SALES STORY 


Progress Vacuum Corp. is offer- 
ing “full profit-making information” 
on the new 1938 Progress Vacuum 
Cleaner. 


18. NEW "TELECHRON" 
DEALER HELPS 


New catalogs, circulars, window 
displays and other sales aids have 
been prepared by Warren Tele- 
chron Company to stimulate holiday 
sales of Telechron electric clocks. 
Particulars upon request. 


19. "GILMER" HAS BELT CATA- 
LOG 


A big 120 page catalog is being 
distributed by the L. H. Gilmer 
Company on its complete line of 
belts. 


20. LITERATURE BY "DRY- 
ZERO" 


Special folders describing the 
benefits of Dry-Zero insulation are 
offered by the Dry-Zero Corpora- 
tion to dealers for consumer dis- 
tribution. Samples without obliga- 
tion. 


21. "NOMA" HAS NEW DIS- 
PLAYS, PACKAGES 


Smart new packages and atten- 
tion-getting, interest-arousing dis- 
plays are part of the comprehen- 
sive campaign for Noma Chrismas 
Lights prepared by the Noma Elec- 
tric Corporation. Complete sales 
proposition on request. 


22. ‘“WILL-BURT” DEALER AID 


Will- Burt Company, manufac- 
turers of commercial stokers, have 
prepared a dealer mailing piece 
which spotlights economy features 
of Will-Burt line. 


23. “UNIVERSAL" OFFERS NEW 
DISPLAYS 


Landers, Frary & Clark, makers 
of Universal Irons and Universal 
Roasters, have prepared two inter- 
est-arousing displays which are fur- 
nished free with quantity orders for 
either roasters or irons. 


24. "MANNING - BOWMAN" 
— CATA. 


A bright and cheerful book from 
Manning-Bowman & Co. devoted 
to the company’s line of small ap- 
pliances. Dealers will find a lot of 
new ideas here. 


25. NEW HANDBOOK RE. 
LEASED BY "CURTIS" 


Five types of indirect lighting 
equipment are featured in the re- 
cently-published Handbook “J” of 
Curtis Lighting, Inc. 


26. "SERVALL" REVISED CATA- 
LOG AND PARTS PRICE LIST 


Current Washing Machine Replace- 
ment Parts Catalog issued by the 
Servall Company is distinguished 
by orderly arrangement and sim- 
plified description and illustration 
of parts. 





Check the item you want on this Coupon—sign—detach and mail. 
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330 W. 42nd St., 
New York City 


Gentlemen: We are interested in knowing more about the DEALER LITER 
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WESTINGHOUSE Refrigerators 


Electric & Mfg. Co., 
Mansfield, O. 


Emperor series consisting of 3 
porcelain models; 4 Dulux Aristocrat 
series; 3 Patrician; 5 Dulux Hostess; 
3 Five-Star Specials; 2 extra large 
models and the 3 cu. ft. UG-30. 

Capacities: Emperor Series, 9.5, 7.2 and 
6.2 cu. ft.; Aristocrat series, 9.5, 7.2, 
62 and 5.2 cu. ft.; Patrician series, 
7.2, 6.2 and 5.2 cu. ft. ; Hostess series, 
7.2, 6.2, 5.2, 4.2 and 3.2 cu. ft.; Five 
Star Special series, 7.2, 6.2 and 52 cu. 
ft.; FP-200, 20 cu. ft. and BP-135, 
13.5 cu. ft. 


Selling Features: Specially designed, 
easy to clean porcelain meat compart- 
ment holds 10 lbs. meat, slides to posi- 
tion between 2 shelves immediately 
under froster to assure safety-zone tem- 
perature; glass-top Humidrawer for 
extra large quantities of vegetables and 
fruits located at bottom of food com- 
partment, slides out easily and glass 
top enables easy visibility of stored 
contents; new temperature regulator 
with zone control and finger-tip dial, 
indicates position of control and tem- 
perature of food compartment at 
same time; “vacation” setting permits 
economical operation; super-capacity 
froster for extra additional frozen 
storage room; Ex-press tray lift on 
every tray releases Eject-o-cube trays 
instantly; sani-bar sliding shelves ; 
Adjusto-shelves slide in and out easily 
and smoothly; Delphinium blue food- 
saver dishes ‘and water server; rounded 
corners, polished chromium fittings: 
Dulux and porcelain finish—Electrical 
Merchandising, November, 1937. 
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THOR Clothes Dryer 


Electric Household Utilities Corp., 
Hurley Machine Div., Cermak Road 
and 54th St., Chicago, Ill. 


Device: Model 110 Thor gas heated 
clothes dryer. 


Selling Features: Clothes capacity 
equivalent to 96 ft. clothes line or 
16 lbs. dry weight; dries family 
wash in less than 2 hrs.; consumes 
35 cu.ft. 800 b.t.u. gas per hr.; 24 
rust proof steel clothes rods hinged 
at one end for convenient hanging 
of clothes; preshrunk curtain; 8 ft. 
“Kantleke” gas hose with “safety 
first” screw couplings and spring 
guards; metal screen separates 
clothes from burner; occupies 24x52 
in. floor space; 70% in. high; can be 
furnished at extra price equipped 
with gas pilot lighter, fire-proofed 
curtain and casters. 

Price: $39.95.—Electrical Merchan- 
dising, November, 1937. 
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The PRODUCT PHAADE 


@ In which new products and merchandise pass in review for your benefif. 








FRIGIDAIRE Ranges 


Frigidaire Div., General Motors Sales 
Corp., Dayton, Ohio. 

Models: L-20, B-20, L-40, B-40 and B-60. 

Surface Burners: 3 Chromalox enclosed 
surface burners with 3 heats, high, me- 
dium and low, and a well cooker. 

Selling Features: Full size oven, 
14x16x18 in., glass wool insulated, with 
rustproof interior, seamless oven lining, 
non-tilt, positive-stop shelves, shelf- 
type door, smokeless broiler, and hy- 
draulic thermostat to keep oven tem- 
peratures accurately and save current 
consumption ; oven preheats to 400 degs. 
in ten min.; new principle of heat dis- 





tribution insures uniform baking, roast- 
ing and broiling ; large warming com- 
partment and 2 utensil storage draw- 
ers; front oven vent, time signal, auto- 
matic electric time control, 1-piece 
cooking top, 1-piece base type design, 
flush wall top, lamp, condiment jars 
and fully enclosed wiring are other 
features. 

Prices: Suggested retail prices, less in- 
stallation, L-20, $129.50; B-20, $144.50; 
L-40, $159.50; B-40, $174.50; B-60, 
$199.50. — Electrical Merchandising, 
November, 1937. 
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BRUNCHBOARD Table 
Brunchboard Table Co., 817 Powel 
St., San Francisco, Calif. 

Device: Electric cooking table. 

Description: Unit in center of table; 
may be used to keep food warm or 
to prepare hot buffet dinner; when 
closed table serves game _ table; 
when closed table is 33x33 in. and 
when extended 33x62 in. 

Price: $82.50 f.o.b. San Francisco.— 
—* Merchandising, November, 
1937. 


1937 


Models: 


Copeland ‘Refrigeration 


Models: 


Selling 


NORGE Ironers 


Norge Div., Borg-Warner Corp., 670 E. 


Woodbridge St., Detroit, Mich. 


6 rotary type floor models and 
1 press ironer. 


Selling Features: Open end rolls; divided 


heat elements with heat range from 
250 to 450 degs.; heat selector mounted 
on top of shoe permits selection of 
variable temperatures in right and left 
halves of shoe; 2 roll speeds: slow for 
heavy, damp fabrics, high for light- 
weight garments; locking device on 
caster; knee control; cabinet cover to 
serve as shelf when in use and as 





utility table when not in use; all models 
except NS8 black and white enamel— 
NS8, green enamel; NE8 and ND8 
a. c. only, other models a. c. or d. c.; 
Norge press ironer can be hung in 
closet or stored on shelf; polished 
aluminum shoe with split heating ele- 
ment; double thermostatic control; 
board has round and square end; 260 
sq. ft. ironing surface; no motor or 
moving rolls; operating control in 
handle for left hand to raise and lower 
shoe and right hand lever to apply 
pressure. — Electrical Merchandising, 
November, 1937. 








COPELAND Ranges 


Corp., Holden 
Ave. at Lincoln, Detroit, Mich. 


Whitehouse C-502; Whitehail, 
C-501; Whitewood, C-500; Whitestone, 
C-503; Whitemore, C-504; and fully- 
automatic portable thrift cooker. 
Features: Whitehouse C-502, 
large capacity cabinet style modern 
range with Chromalox units, double 
oven for broiling and pastry baking, 
utility compartment, 2 utility drawers 
and standard automatic timing controls, 
oven regulator, top light, minute 
minder, etc. 

Whitehall, C-501, full size deluxe range 
with utility compartment; warming 
oven; 2 large storage drawers; 4 sur- 
face units; temperature control oven 
switch; convenience outlets. 











Whitewood C-500, streamlined short 
leg cabinet type range with many of 
Whitehall features. 

Whitestone, C-503, 3-burner single 
cabinet model; 3-heat switches; oven 
units made to serve for broiling as well 
as baking; oven temperature control 
and safety slide racks. 

Whitemore, C-504 combines full size 
cooking top and oven with large ca- 
pacity kitchen heater, designed to take 
cold air from floor and circulate it 
throughout room; hot water heating 
attachment also available—Electrical 
Merchandising, November, 1937 





TOASTMASTER Hospitality Set 


Toastmaster Products Div., McGraw 
Electric Co., Minneapolis, Minn. 


Device: Hand-beaten aluminum hos- 
pitality tray set. 

Selling Features: Consists of stand, 
large tray, 2 trays size of Toast- 
master lap tray and a smaller tray 
together with 2-slice Toastmaster 
toaster. “Wheat” design; resembles. 
rare old pewter and retains alumi- 
num’s tarnish and stain proof quali- 
ties. 

Price: $85 complete; 2-slice toaster 
or any other part of set may be 
obtained separately. — Electrical’ 
Merchandising, November, 1937. 





PROGRESS Improved Cleaner 


Progress Vacuum Corp., 1814 E. 40th 
St., Cleveland, O. 


Selling Features: A special mar-and- 


crack-proof leatheroid cylinder 
cover and a built-in, non-obtruding 
toggle switch on the top of the rear 
cap instead of on the cord socket, 
comprise the improvements in the 
new cleaner. Electrical Merchandis- 
ing, November, 1937. 
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STEWART-WARNER Refrigerators 


Stewart-Warner Corp., 1826 Diversey 
Pkwy, Chicago, Ill. 

Models: Master, 458, 558; DeLuxe 568, 
668, 668-P, 768, 768-P. 

Selling Features: “Sav-A-Step” swinging 
basket can be lifted off hinges and car- 
ried to work table; Econ-o-lite visable 
proof of economy of operation; slid-a- 
tray pneumatically controlled tray for 
serving and rearranging refrigerator; 
instant cube ejector; cold storage chest 
keeps meats and other foods below- 
freezing temperature; vapor sealed cab- 
inet; built-in thermometer calibrated in 
degs. with thermometer and 16 point 
cold control; reversible evaporator 
door; slo-cycle twin cylinder com- 
pressor; Jumbo vegetable freshener and 
fruit basket; tilt-a-shelf; fingertouch 
trigger type door handle; porcelain 
evaporator; diamond grid shelving; 3- 
piece glass covered porcelain dishes; 
automatic light; porcelain interior; 
Dulux exterior on all but P. models 
which have porcelain exteriors —Elec- 
trical Merchandising, November, 1937. 





NORGE Ranges 


Norge Div., Borg-Warner Corp., 670 E., 
Woodbridge St., Detroit, Mich. 


Models: ER-40-80, ER-38-80, ER-36-80, 
ER-40-83, ER-38-83, ER-20-80. 
Surface Burners: All models except 
ER-20-80 equipped with four open coil 
surface burners: 1-2000, 2-1200 and 
1-660 watts; oven lower burner 3000 
watts, upper burner 400 watts, and a 
3000 watt broiler element. Model 
ER-20-80 equipped with 3. surface 
burners, 2-1200 watts and 1-2000; oven 
burner 2800 watts. Warming compart- 
ments in models ER-40-83 and ER-38- 
83 equipped with 250 watt elements. 
Selling Features: Designed to match 
Rollator refrigerators in black and 
white models and in mother of pearl; 
controlled top-of-range cooking with 
Norge selector switch in conjunction 
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with electric clock which automatically 
controls current in left rear burner; 
burner may also be converted into 
Thermo-Well thrift cooker with same 
selective control; visual oven heat con- 
trol with red and green signals; adjust- 
able smokeless broiler with chrome 
broiler pan and flat bar grill; porcelain 
enameled oven lining with removable 
racks; acid-resisting porcelain enamel 
top; hardware includes choice of red, 
green or delphinium blue; 2 deluxe 
lamps; 2 deluxe condiments available 
as standard equipment on ER-40-83 
and ER-38-83; automatic oven light 
in ER-40-83; roller bearing utensil 
drawer in ER-40-83, ER-40-80 and 
ER-38-83; 2 roller bearing drawers in 
ER-36-80 and 2 utility drawers in 
ER-38-80. Norge contact heat super 
speed elements and Norge utility 
cooker with utensils and wire basket 
for deep fat frying available as extra 
equipment on all models.—Electrical 
Merchandising, November, 1937. 





SANDUSKY Washers 


Holland-Rieger Corp., Sandusky, Ohio. 
Models: JDS and JA No. 300. 


Selling Features: Model JDS has a 
capacity of about 2 lbs.; top is lifted 
off and placed on attached stand to 
put in or take out clothes, motor 
and agitator can be allowed to con- 
tinue running, which eliminates 
necessity of stopping and starting 
washer each time clothes are put in. 

Model JA No. 300 double wall 
tub De Luxe washer with detachable 
wringer has submerged agitator 
with easily operated clutch at top 
to start or stop; white exterior, 
black porcelain interior; # hp. mo- 
tor; sealed mechanism; drain cock 
for emptying; furnished with or 
without detachable, hand operated 
wringer. Three other apartment 


size washers also available—Elec- 
Merchandising, 


trical 


1937. 


November, 





Frigidaire Div., 


Medels: 


Selling Features: 


Prices: 





FRIGIDAIRE Refrigerators 


General Motors Sales 
Corp., Dayton, Ohio. 


D-3, Specials 5-38, 6-38, and 
7-38; Master models, 4-38, 5-38, 6-38, 
7-38, 8-38; De Luxe models 5-38, 
6-38, 7-38, 8-38 and Imperial. 
“Silent meter-miser” 
is quieter in operation and more eco- 
nomical to operate; improved freezer 
supported to permit thicker insulation 
at top and to provide more space be- 
low for larger cold storage compart- 
ment for storing meats, etc.; improved 
“double-easy quickube tray” and re- 
designed grid makes it possible to re- 
lease ice trays and cubes without use of 
water; hydrators have been increased 
in size and are equipped with new 
moisture-seal lids to maintain vege- 
table freshness longer; ivory Deluxe 
model hydrators harmonize with ac- 
cessories and have handle at top; food 
safety indicator on outside; 9-way ad- 
justable interior made possible by 
adjustable shelves; Deluxe models 
equipped with set of oven-ware refrig- 
erator dishes, salad bowl, water 
server etc., in ivory to match hy- 
drators and cold storage tray. 
From $119.50 for D-3 model to 
.50 for Imperial model.—Electrical 
Merchandising, November, 1937. 


Vv 





KITCHENAID Mixer 


The Hobart Mfg. Co., KitchenAid 
Div., Troy, Ohio. 


Model: Model K. 


Sales Features: Has full planetary 
action; takes all KitchenAid accesso- 
ries; stationary platform and bowl; 
3-speed universal motor; 34 qt. 
metal bowl; new style beater is de- 
tachable and may be used as cake 
knife, etc.; mixes 2 qts. ice cream 
in 7 min. the manufacturers claim. 
White Dulux finish; designed by 
Egmont Arens. 

Price: Complete with bowl, beater 
and whip, $49.50.—Electrical Mer- 
chandising, November, 1937. 





PREMIER Cleaners 


Premier Div. Electric Vacuum Cleaner 


Co., Inc., 1734 Ivanhoe Rd., Cleveland, 
Ohio 


Models: Nos. 154 and 155 motor-driven- 


brush floor models; No. 148 Spic-Span 
and De Luxe Utility Kit. 


Selling Features: Low clearance of cleaner 


base (6 in. from floor to top of motor 
housing) makes it possible to clean 
floors and coverings under low furni- 
ture; No. 148 hand cleaner equipped 
with complete set of accessories; these 
new models together with Premier Du- 
plex No. 9 and Spic-Span 147 comprise 
the new streamlined cleaners now avail- 
able—Electrical Merchandising, No- 
vember, 1937. 





Vv 
G-E Small Oil Furnace 


General Electric Air Conditioning 
Department, Bloomfield, N. J. 
Model: Type LA-3 small oil furnace 
for installation in small homes. 
Selling Features: Utilizes same meth- 
ods of burning oil as present larger 
types; operates with steam, vapor, 
hot water heating systems, or for 
indirect heating with air condi- 
tioners, singly or in multiple, de- 
pending on heating requirements; 
maximum rating at boiler outlet of 
100,000 btu. per hr. equivalent to 417 
sq.ft. steam radiation or 667 sq.ft. 
hot water radiation; supplies 150 to 
300 gal. hot water per day for steam 
or hot water systems, depending on 
size and location of storage tank; 
vertical type boiler with concentric 
flue surfaces equipped with indirect 
heating coil for hot water, safety 
relief door, safety valve, pressure 
gauge, low water cut-off, water level 
indicator for steam furnaces, altitude 
gauge and thermometer for hot 








water furnaces; l-inch asbestos air 
cell provides insulation. Controls 
include a master control and in- 
tegral flame detector mounted inside 
jacket; limit control mounted on 
hot water coil housing and a mag- 
netically-operated float type low- 
water cut-off mounted on limit con- 
trol panel.—Electrical Merchandis- 
ing, November, 1937. 
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VY ES _tha is a proven fact. Dealers selling washers using the Water Flex 

principle find that women who previously kept a closed’ door to sales- 

men—WELCOME a demonstration of this remarkable new type machine. 

Left--No rubbing... no pounding .. Washers equipped with the Water Flex System have recently been intro- 

Sliminated’ Anslumttntmeierse duced to the consumer. The immediate sales response has far exceeded 

closed beneath center post, maintains = expectations. Dealers find that the percent of demonstrations and the per- 

high velocity. Cleans with amazing cent of sales closed exceed those previously experienced with conventional 

asa lene eearieereaes type machines. A Water Flex demonstration is so different—so convincing 

—a woman wants one as soon as she sees it in action. Trade-ins of prac- 

tically new machines, using the old principle of washing, are being made 

at considerable sacrifice because of the many advantages Water Flex offers. 
The tremendous appeal of this washing method is certain to give those 
who sell Water Flex equipped washers much more than their normal 
4 share of the business. Water Flex offers the following advantages: 
n i i ’ 1. Less clothes wear. . . no rubbing . . . no pounding . . . no tearing! 
ae 2 . (No moving part touches the clothes.) 2. Thorough and safe washing of 
all types of garments and fabrics. 3. Automatic self-cleaning tub. 
4. Moderate price. 5. Less service because of simplified mechanism. 
































re Right—Phot — 6. One-man delivery. 
4 = ograph wi . . . . 
: tae, Hover in the history of The first manufacturer ready to offer machines equipped with this revo- 
. Sule ait cat mae lutionary new method of washing clothes is the Beam Manufacturing 
able water action. Wonderful 


Company, Webster City, Iowa, whose announcement appears on another 
page of this issue. Names of other manufacturers will be announced as 
rapidly as licensees are ready to deliver machines. 

Get a Water Flex franchise to assure getting a real profit in 1938. 


THE BIRDSELL CORPORATION 


7 111 S. Columbia St., South Bend, Indiana , 
The Birdsell Name Has Stood For Fine Machinery Since 1855 


for washing. Perfect for dem- 
onstrating. IT SELLS ON 
SIGHT! 


Left—Showing how the clothes 
spread at the outer circumference 
of the tub in response to water 
action. Each ent is alter- 
nately expanded and contracted— 
Hl squeezed and washed, over an 
ir ‘ over again. 
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G-E Refrigerators 


General Electric Co., Appliance & , 
Dept., Nela Park, Cleveland, 


1938 Triple Thrift line. 

Selling Features: All metal quick tray 
frees cubes  two-at-a-time, leaving 
balance intact; cube release lever also 
available to relieve tray of cubes; vege- 
table containers standard equipment on 
all models; on most models the con- 
tainer is a sliding drawer—larger mod- 
els have two sliding drawers; remov- 
able part-shelf in bottom of cabinet; 
l-button controls freezing, defrosting 
and cutting off current ; DeLuxe porce- 
lain models have a set of oven-proof 
pottery; mechanical fefinements in the 
1938 line have made them quieter in 
operation, increased the freezing specd 
and lowered operating cost.—Electrical 
Merchandising, November, 1937. 


Device: 





TOASTWELL Toaster 


Utility Electric Co., 620 Tower Grove 
Ave., St. Louis, Mo. 

Device:  4-slice oven-type, automatic, 
Toastwell toaster and tray set. 

Selling Features: Toasts 4 slices, both 
sides at same time; keeps toast hot un- 
til served; Time Master control assures 
uniform toast at all times—shortens 
toasting period as toaster gets hot and 
increases it when cold; 1100 watts, 
110-120 volts a.c. or d.c.; 72 in. high, 
5? in. wide, 13% in. long. Non-automatic 
4-slice Toastwell also available with 
same general construction as the auto- 
matic without automatic control. New 
Toastwell tray 24 in. long, 158 in. wide 
equipped with 2 crystal relish dishes, 4 
crystal serving plates and a cutting 
board with permanently attached knife 
also available. 

Prices: No. 794 automatic, toaster, $15; 
No. 754 non-automatic toaster, $8.95: 
No. 794-W automatic toaster with tray 
set, $21; No. 754-W, non-automatic 
toaster with tray set, $14.95; tray set 
only, $6.—Electrical Merchandising, 
November, 1937. 
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ROYAL Cleaner 


The P. A. Geier Co., 
St., Cleveland, O. 

Device: Royal “Baby-Grand” revolv- 
ing brush hand cleaner Nos. 157 
and 161. 

Selling Features: Motor driven re- 
volving brush of latest metal cov- 
ered type used in Royal floor models, 
is mounted in self-lubricated silent 
bearings; easily adjustable in 3 posi- 
tions—low, medium, high—to com- 
pensate bristle wear; streamlined to 
match. Royal floor models, with red 
and black bag (157) to match. 
Royal Super Grand models, or a 


blue bag (161) to match. Royal 
Deluxe models; rubber covered 
handle has on-and-off switch 


mounted for convenient thumb con- 
trol; polished nozzle with rubber 
bumper; 2/10 minus hp. universal 
motor; balanced armature; 1-piece 
cast alloy fan. 

Price: Both models, $16.95.—Elec- 


trical Merchandising, November, 
1937. 





G-E Range 


General Electric Co., Appliance & 

Mdse Dept., Nela Park, Cleveland, O. 

Model: Imperial 60. 

Selling Features: Monel Metal top 
surface has 6 improved, flattened, 
Calrod surface burners, each with its 
own indicator light to show when 
unit is operating at “start” or “cook- 
ing” heat; 2 separate G-E Tripl- 
ovens, each equipped with auto- 
matic interior light and broilers, 
can accommodate 2-15 lb. turkeys 
at once; large capacity warmer 
drawer is located between ovens 
and across lower part of range 3 
storage compartments, 2 of which 
are operated on rubber tired, ball 
bearing rollers, the third compart- 
ment has a drop door. This com- 
partment contains economizer sheets 
for Tripl-ovens, broiler pans and a 





special heavy aluminum grill to fit 
over 2 surface units for extra large 
frying surface for griddle cakes, 
etc. Controls are conveniently 
grouped on etched chromium switch 
panel with 2 outlets for electrical 
appliances and a concealed lumiline 
lamp over switchboard. Range is 5 
ft. long and is finished in white 
porcelain enamel with a _ toe-cove 
base of black.—Electrical Merchan- 
dising, November, 1937. 


540 E. 105th 














REX Water Heater 


The Cleveland Heater Co., 1933 W. 
114 St., Cleveland, O. 


Model: Rex “Table-High” automatic 
storage water heater. 


Selling Features: Removable, stain- 
proof porcelain enamel top provides 
additional working surface for 
kitchen, laundry or recreation room; 
available in 30 gal. single or double 
heating unit models; 1,000, 1,500 or 
2,000 watts; 230 volts ac.; Rex 
Snap Action Thermostat automatic- 
ally controls water temperature; 
built-in Patrol temperature and pres- 
sure relief valve provides safety 
against excessive pressures ‘or high 
temperature conditions; heavy gauge 
Cop-r-loy galvanized steel storage 
tank; Rockwool insulation 3 in. 
thickness; 36 in. high, 24 in. wide 
and 27 in. deep; white baked enamel 
finish with black baked enamel base. 
—Electrical Merchandising, Novem- 
ber, 1937. 


v 





NORGE Refrigerators 


Norge Div., Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit, Mich. 


Models: 9 Standard, 5 De Luxe, 2 Low 
Temp., 1 gasoline-electric. 

Selling Features: All powered with Roll- 
ator compressing unit; completely 
sealed, odor-proof evaporator with im- 
proved freezer shelves ; metal trays with 
rubber grids and ice tray release; 9- 
point cold control; double hydrovoirs 
and utility basket in some models ; 
3-position preservoir defrosting tray 
allows variation for height of contents 
and is equipped with 8 dessert trays; 3 
Norbake glass dishes, 2 glass water 
bottles, 12 different interior arrange- 
ments possible with adjustable insert 
shelves; automatic flood light. Low- 
Temp models—12-cu. ft. double door and 
8 cu. ft. models—combine temperatures 
under 40 degs. with higher humidity in 
food compartment, making it possible to 
store perishable food from 3 to 5 times 
longer than with regular refrigeration. 
De Luxe, all porcelain models, capaci- 


NOVEMBER, 


Device: 
Selling Features: 


ties from 4.17 to 8.11 cu. ft. available 
in white with black base or in mother 


of pearl. Standard line, capacities from 
3.16 to 12.12 cu. ft.;. white Norgloss 
with black base; standard accessories 
include ice tray release, defrosting tray, 
light, double hydrovoirs, adjustable in- 
sert shelves, bottle rack and utility 
basket. Gasoline model for rural use 
has motor generator which can be in- 
stalled 300 ft. from house; provides 
surplus current sufficient to supply 
lighting or to power other appliances ; 
easily convertible to a. c. when current 


becomes available. — Electrical Mer- 
chandising, November, 1937. 
Vv 


MILLER Sunlamps 
The Miller Co., Meriden, Conn. 


Models: 2 Sunlite models: Standard 
and Special; and 2 Infra-Red Pene- 
trator lamps: floor and table models. 

Selling Features: Miller Standard de- 
livers sufficient sunshine Vitamin D 
when used at 30 in. from light source 
for 63 min.; uses type S-2 Mazda 
Sunlite bulb; 59 in. high, reflector 
diameter 104 in.; Miller Special for 
fast application gives adequate ultra- 
violet in 10 min. at 30 in. distance 
from light source; uses type S-l 
Mazda Sunlite bulb; reflector diam. 
14 in.; both models 59 in. high with 
adjustable arm and reflector, bronze 
finish. Infra-Red Penetrators (heat 
Ray) may be plugged into any out- 
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let—no transformer required; ad- 
justable arm and reflectors; reflec- 
tor has inner surface of polished 
aluminum with outside and base of 
dull black; equipped with turn-but- 
ton switch ; floor lamp 543 in. high, 


table lamp 154 in. high; reflector 
diam. 12% in. 

Prices: Standard, $24.95; Special, 
$39.95; Infra-Red floor lamp with 


250 watt Mazda CX bulb, $9.50, 
with black magic bulb, $9.95; Table 
lamp with 250 watt Mazda CX bulb, 
$5.95; with black magic bulb, $6.50. 
—Electrical Merchandising, Novem- 
ber, 1937. 

Vv 


SUNBEAM Shavemaster 


Chicago Flexible Shaft Co., 5600 


Roosevelt Rd., Chicago, Ill. 


Sunbeam electric dry-shaver. 


Round shaving head 
may be passed over face in any di- 
rection—forward, backward, side- 
ways or in circles; cutter rotates 
over-and back with half-circle ac- 
tion; self-honing; brush-type, self- 
starting motor, a.c. or d.c.; no start- 
ing wheel to twirl; on-and-off 
switch. 


Price: $15 complete with ostrich 


leather, zipper-type case.—Electric 
Merchandising, November, 1937. 
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COPELAND Kitchen Heater 


Copeland Refrigeration Corp., Holden 
Ave. at Lincoln, Detroit, Mich. 


Device: Whitecole, C-505 De Luxe kit- 
chen circulating heater. 

Selling Features: Designed to burn coal, 
coke or wood; will heat not only kit- 
chen but one or two adjoining rooms; 
can be had with large cooking top or 
with decorative grill—Electrical Mer- 
chandising, November, 1937. 








Vv 
UNIVERSAL Coffee Maker 


Landers, Frary & Clark, New Britain, 
Conn, 


Device: Electrovac coffee maker. 


Selling Features: Available in 4, 6 and 
8 cup capacities with red or black trim; 
550 watts; heat-resisting glass bowls, 
improved strainer construction; handles 
located on base to prevent it from be- 
coming top-heavy. 

Price: $5.95.—Electrical Merchandising, 
November, 1937. 





CHERETON Cordless Iron 


The Electric Products Co., 6535 
Russell Ave., Detroit, Mich. 


Device: Streamlined cordless iron. 


Selling Features: Iron containing 
heating -element is not connected 
with current while in use; cur- 
rent is supplied through insulated, 
chromium base with contacts to 
supply current, a multiple switch 
controlling heat for rayon, silk, 
wool, cotton and linen, and a 
thermostat to regulate ironing 
temperatures; when iron is in use 
there is no cord to tangle, break 
or short circuit; new type heat- 
ing element allows iron to reheat 
rapidly; can be obtained in any 
voltage or frequency for foreign 
application and a special model for 
direct current. 

Price: $8.95.—Electrical Merchandis- 
ing, November, 1937. 








YOUR MANUFACTURER SPENDS 
so your customer can save 





@ Refrigerators cost more to build when they are insu- 
lated with Dry-Zero because this high quality insulation is 
more expensive than materials of shorter life and with less 
resistance to heat infiltration. 

You dealers may question, Why is the manufacturer will- 
ing to spend more money for Dry-Zero Insulation? The 
answer is, Dry-Zero results in operating savings— which 
means that both the manufacturer and you gain an addi- 
tional sales value far beyond the additional cost. The tan- 
gible extra cost brings just as tangible extra quality. It is 
the difference between a trademarked blanket made of 
wool, and an unknown blanket made of shoddy. 

Remember, the manufacturer spends the extra money. 
You and your customer get the benefit. The householder 
who buys a Dry-Zero insulated refrigerator from you will 
find it costs less to operate. This saving runs from 20¢ to as 
high as $2.00 per month, every month. 

Cash in on the value built into the refrigerator with Dry- 
Zero Insulation. Tell your prospects about this extra value. 
Explain that it saves them money. Give them one of the 

special folders describing the benefits of Dry-Zero Insula- 
tion. Write for a supply. Dry-Zero Corporation, Merchan- 
dise Mart, Chicago. 


DRY: ZERO 


ENS ULATION 
The Most Efficient 


Commercial Insulant Known 
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24 


REFRIGERATOR 
INSULATION 





IS THE ONLY 





REPELS 
WATER 
AND LASTS 
FOR LIFE 


REDUCES 
REFRIGERATOR 
OPERATING 
oo }-} B-) 


.24 INSULATION 

Refrigerator insulation is rated in heat units (British Thermal 
Units—B.t.u.). The smaller this rating, figure, the more 
efficient is the insulation. Dry-Zero Insulation has the remark- 
ably efficient rating of .24 B.t.u., as determined by the 
U. S. Bureau of Standards and other authorities. 
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ATLAS 


FLOORMASTER # 
12 


ATLAS FLOORMASTER 12” is SELLING 
FAST to Homes, Stores, Hotels, Banks, 
Institutions, Restaurants, Business and 
Apartment Buildings! Why? Because this 
small, handy, inexpensive Model scrubs, 
polishes, waxes, sands, steel-wools, dry 
cleans and buffs every type of floor. 
Especially easy to sell for Christmas gift! 

FREE Sales Builder. Attention getting, 
two color, wall, counter or window Dis- 
plays—l1” x 14”—will be given you. 
Market is immense. GET THE FACTS on 
this new source of profits. Fill in coupon 
now! 

SSSSSSSSSSSSSSEESEEEHEEEE SEES eee ees 
. 


Send me full particulars on yours 











Special Dealer Discount Plan. EM-11-37 § 
. 
BED: 6.06 00bh0008eeeeegnyesoeensesnesese ° 
. 
ROSES cxcocccenecsbenoenecacseonseees Ps 
- 


Atlas Floor Surfacing Mach. Corp. 


New Yorw, N.Y 


PHILADELPHIA 


216 East 347H Street - 


NEWARK WESTCHESTER 





of NGHETBRO 203 


The FIRST sales fleet “FLAGSHIP”, made by 
Schelm for Knapp-Monarch Co., St. Louis. Air- 
conditioned, shower bath, luxuriously appointed. 








In Planning Your 
1938 Sales Budget ... 


provide for a comprehensive test 
of this modern “point of sale” 
method of selling. 


No matter what your product... 
it will pay you to give our Sales 
Engineers an opportunity of point- 
ing the way to better selling with 
the Schelbro Sales Coach. 


The only exclusive makers of commercial 
coaches ... and the largest .. . we can 
supply a SCHELBRO to fit your own sales 
needs, at a surprisingly modest price. 
WRITE for Catalog 
and Quotations. 
PEORIA 


SCHELM BROS. Inc. ILLINOIS 


——E_ 
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KITCHENAID Coffee Mill 
The Hobart Mfg. Co., KitchenAid 
Div., Troy, Ohio. 

Model: A. 

Sales Features: Hopper holds 12 Ibs. 
bean coffee; 4 different grinds ob- 
tainable by turn of collar; weighs 
8 lbs; white Dulux finish. 

Price: $12.75.—Electrical Merchandis- 
ing, November, 1937. 

v 
| — —_ 


WHITING Stokers 
Whiting Corp. 
Harvey, Ill. 
Models: DeLuxe models 25D and 
50D; Standard models 25S and 50S. 


Selling Features: Dual draft burner 
permits efficient combustion of 
lower-priced coals; mounted on 
burner base and includes Whiting 
gas eliminator; taper flight coal 
screw prevents arching and assures 
even feeding of coal with low power 
consumption; ratchet type 3-speed 
drive with new Whiting safety key 
and l-spot oiling through self- 
indicating filler; specially designed 
capacitor type motor for stoker 
service, with built-in thermostat for 
overload protection; heat control 
maintains constant pilot fire, regu- 
lates and anticipates demand of 
thermostat to insure even, steady 
supply of heat; blower-type fan; 
low hopper for ease of filling. 

Price: From $219.50 for Standard 25, 
110 volts, 1 ph. 60 cycles to $289.50 
for Deluxe 50. Also available in 25 


cycle and dc. models at additional 
cost.—Electrical Merchandising, No- 
vember, 1937. 





PERFECTAIRE Ventilator 


Exhaust Fan & Blower Co., 53 Park 
Place, New York City 


Device: Combination ventilator and 
lighting fixture; No. 700 ventilator 
only, for room where other lighting 
fixtures are used; No. 710 for kitchen 
and offices; No. 720 for playrooms, bed- 
rooms, etc. 

Selling Features: 


Equipped with self- 
cooling, 


self-aligning motor, 110-120 


volts, 60 cycle, 65 watts; light weight 
aluminum blower wheel 63x64 in. bal- 
anced for quiet, efficient service; alum- 
inum shutters and frame—shutters 
work automatically allowing old air to 
escape and preventing outside air in 
when not in use; gray enameled cab- 
inet, 10x10x9 in. with aluminum cover 
plate with star design; No. 710 uses 
light bulbs up to 150 watts; No. 720 
has 4 sockets; side wall-switch con- 
trols operation. 

Prices: No. 700, $35; No. 710, $39.50; 
No. 720, $39.50.—Electrical Merchan- 
dising, November, 1937. 





NEVERSTOOP Clothes Basket 


Three Oaks Mfg. Co., 30 N. La Salle 
St., Chicago, Ill, 

Device: Clothes basket on folding 
steel frame legs saves stooping on 
washday; can be stored in small 
space; detachable canvas bag is 
washable and holds 1-4 bushel 
clothes; detachable washable clothes 
pin bag holds 100 clothes pins.— 
Electrical Merchandising, November, 
1937. 





NORGE Washers 
Norge Div., Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit, Mich. 
Models: Spin-Dry 138-P and wringer 
models : 198, 188, 178, 168, 148 and 118. 


Selling Features: Designed to match 
Norge Duotrol Ironers; all models 
equipped with 3-high-vane feather- 
weight aluminum agitator—Spin-Dry, 
198 and 188 agitator finished in Norce- 
lain enamel; white porcelain enamel 
tubs in all models except 118, which 
is cobalt blue; all except Spin-Dry 
equipped with sealed-in-oil Norge Au- 
tobilt transmission; wringers in top 
models have 1l-piece head; bar safety 
release; lever reset;  self-reversing 
flume automatic roll stop; safety inter- 
lock; automatic knuckle stopper; wide 
feed boards; pressure indicator; semi- 
soft balloon type rolls; steam sealed 
tub cover. Automatic drain pump 
available if desired. Norge Spin-Dry 
washes, rinses, blues and dries in one 
machine; spinner basket operates at 
750 r.p.m.; dryer tank cover and 
chromium plated turret drainboard 
easily removed for loading basket; cen- 


trifugal pump standard equipment. 
Electrical Merchandising, November, 
1937. 
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NATURAL 


Developed by Save Re- 
search Engineers. 


Different — Better. 


A true "Eye-eez" lamp 
with softer, yet perfect 
light diffusion. 


Widely used for domes- 
tic, commercial and in- 
dustrial lighting. 


®@ Colorful sales- 
compelling 
counter display 
with flasher, 
showing the su- 
perior quality of 
Natural White 
**Eye-eez’’ 
lamps, also 
sturdy floor “Si- 
lent Salesman” 
with Vacuum 
Cup Display. | 
and window 
streamers included with special Assort- 
ment Deal. 


Write Your Jobber 
for Details 





ELECTRIC CORPORATION 
TOLEDO, OHIO 
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ro want MONEY ON CLEANERS? 


Cea loak eT pis 


QUALITY PROFIT 
CUSTOMER SATISFACTION 


ahik< Premiers 


2 NEW COMBINATIONS 
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And you get your full Discount from the Introductory Price PREMIER DIVISION 


BUT YOU'VE GOT T0 BE HOT T0 BE CONSIDERED! onathtry 2 gata CLEANER COMPANY 


Please send complete information on Premier Vacuum 
s ; : . 2 Cleaners to me. 
..the introductory prices at which these Combinations of Famous Premier Cleaners are 


to be sold are TOO HOT TO PRINT... HOT ENOUGH TO MAKE YOUR CUSTOMERS SIGNED _ 
WANT TO BUY... HOT ENOUGH TO BRING YOU THE REAL PROFITS STREET __ 
AVAILABLE IN THE CLEANER.MARKET... NEVER SUCH CLEANERS AT 

SUCH PRICES...THE TIME IS LIMITED...DON’T MISS THIS BET cemmnD> 
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Yes. 


CITY 
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V-BELTS 
THAT FIT 


. Gilmer V-Bélts are “tailor- 
made in the grooves,” on the 
world’s largest assortment 


of V-moulds. 


@ Made for more models in | 


more sizes for more makes. 


@ Easier to find the belt | ALLIED Intercommunication Systems 


that fits the job. 
@ Your Gilmer jobber 


carries complete stocks — 
always ships promptly—gives 
you better service so you can 
serve customers quickly. 


@ Why bungle? Why run 
risks? Time is money— and 
Gilmer has the belt ! 





L. H. GILMER CO. 
Tacony, Philadelphia 


The Oldest Firm of Rubber Fabric 
Belt Specialists 
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G-E Christmas Range 


General Electric Co., Appliance & 
Mdse. Dept., Nela Park, Cleveland, O. 
Model: Apollo G-30. 

Selling Features: Special Christmas 
range equipped with convenient shelf 
and condiment jars and a recipe box; 
new twin-bolster base; flush-back con- 
struction; large oven with 12-positions 
for adjustable sliding shelves; new rib- 
bon-type Hi-Speed Calrod surface 
units; storage compartment; no stain 
vent; oven moisture control; sanitary 
unitop, no-stoop full-floating door; 
direct-action oven temperature control; 
appliance receptacle and oven indicator 
light. 

Price: 


$138.75.—Electrical Merchandis- 


ing, November, 1937. 
v 
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Allied Radio Corp., 833 W. 
Blud., Chicago, Ill. 

Device: New “Knight” line of intercom- 
munication systems. 

Selling Features: Line includes compact 
2-way units, super-selective systems ac- 
commodating as many as 10 stations, 
and master call systems for paging in 
large offices, etc.; standard super-selec- 
tive system, illustrated, permits direct 
2-way private communication between 
any 2 stations; no buzzers or bells 
required; full-range audio system to 
provide natural voice quality; beam 
power amplifier; combination P. M. 
Speaker-Microphone, volume control, 
noise eliminating filter circuit; each 
unit built into walnut-finished case. 
Electrical Merchandising, November, 
937. 


Jackson 





DOVER Irons 


The Dover Appliance Co., Dover, Ohio 

Models: 3 automatics: No. 380, 360 
and 350; and 3 non-automatics: No. 
36H, 35H and 323. 

Selling Features: No. 380 Lady Dover 
Automatic, equipped with fabric 


dial, indicating light, cushioned 
handle in black Bakelite with red 
trim, torpedo shape, tapered to fit 
all hands; 1,000 watts; micromatic 
thermostat; 110-120 volts a.c. only, 
weighs 6 lbs. 

No. 360 Dover open end automatic 
with fabric dial, and micromatic 
control and open end handle; 850 
watts. 

No. 350 Doverite, with micromatic 
heat control, comfit handle 700 watt 
element. 

No. 36H Dover open end with 
visible fabric temperature dial and 
open end handle; 600 watts. 

No. 35H Doverite with visible 
temperature and fabric dial, comfit 
handle, 600 watts. 

No. 324 Dover traveler and bou- 
doir iron, 220 watts. Automatic 
models for a.c. only; non-automatic 
models for a.c. or d.c. 


Prices: No. 380, $8.95; No. 360, 
95; 5.25; No. 36H, 
$3.95; No. 35H, $3.25; No. 324, 
$2.50. — Electrical Merchandising, 
November, 1937. 





JEFFERSON Toy Transformer 
Jefferson Electric Co., Bellwood, IIl. 


Selling Features: New vernier voltage 
control—secondary current is de- 
livered in five steps per volt in- 
stead of usual 1 or 2-volt steps, 
which increases smoothness of opera- 
tion; 5 models ranging in capacities 
from 35 to 150 watts; black 
wrinkled enamel; 3 models have 
separate 9-volt taps for operation of 
train whistles and accessory lamps; 
largest model is equipped with auto- 
matic circuit breaker. 

Frices: From $2 to $9.—Electrical 
Merchandising, November, 1937. 








BRANNON Roaster Attachment 


Brannon Inc., 14307 Third Ave., 
Detroit, Mich. 
Device: Barbecue attachment for 


Brannon Zephyr Roaster. 


Selling Features: Roasts weighing up 
to 10 Ibs. may be barbecued rare in 
10 to 15 min. per lb. and medium 
15 to 18 min. per lb.; easy to oper- 
ate; meat rotates at 5 revolutions 
per min.; double sided heating unit, 
1320 watts, 110 volts; motor 25 
watts, 110 volts—Electrical Mer- 
chandising, November, 1937. 
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RANGE THAT HAS 


CHROMALOX 
UNITS!” @&|> 


Of course she does! She wants 
the extra cooking speed these 
units will give—the saving in 
power provided not only by that 
extra cooking speed, but also by 
the unique Chromalox “two- 
burners-in-one” feature (which 
provides for use of the inner heat- 
ing ring only for small utensils 
and saves 50% in current con- 
sumption). She wants particu- 
larly, the easy cleaning which the 
Chromalox flat top permits, the 
absence of gullies or crannies in 
which spilled food could lodge. 
She may not know much about 
range unit design, but she does 
know that Chromalox units stand 
up almost indefinitely in service; 
in short, she knows that these 
units will make good for her just 
as they have for her friends who 
have recommended them. 

Sell Chromalox-equipped 
ranges—the ranges that stay sold, 
and that cut to the bone after-sale 
servicing. 


A number of well-known ranges 
now come with Chromalox units as 
standard equipment. Find out why, in 
detail, by mailing the coupon below 
for the “Chromalox Plan” Book and 
the facts about these sales-building 
units. Clip and mail it NOW. 





Mail with your business letterbead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


= Send me the ‘“‘Chromalox Plan’ book. 
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simple frame work with brackets on 
which some forty shades are displayed, 
four deep from top to bottom. The 
entire rack is wired so that any of 
the forty shades can be lighted by a 
simple turn of the switch. Cello- 
phane protectors keep the shades free 
from dust. Care is taken in this con- 
nection to watch for shrinkage of the 
cellophane, which is apt to warp the 
framework of the shade if left too 
long. Customers are always warned 
to remove this outer covering as soon 
as they get their purchase home. A 
neglect of this warning may result in 
an injured shade and consequent dis- 
satisfaction with the purchase. 

The lamps are displayed on modern 
tables, grouped according to type, 
floor lamps on the island-type stands 
with wired outlets. In one corner is 
a small booth with table and easy 
chair. Here the customer can be 
withdrawn for a quiet closing talk 
and here lamps can be displayed in 
homelike surroundings away from 
other merchandise. The firm does a 
lot of remodelling of old lamps, fre- 
quently working with the home light- 
ing advisers of the power company to 
bring a customer’s home up to date 
by converting old lamps into modern 
equipment. There are two times of 
year when special interest is shown 
in this department. One, of course, 
is the fall, when lighting for winter 
is becoming a factor of importance in 
the home, and the other is the spring- 
time, when the customer is cleaning 
up and remodelling the home gener- 
ally. Nothing will spruce up a room 
like a new lamp or a new shade for 
an old one. 

Fixtures are displayed directly be- 
low the lamps and so have the benefit 
of a lower ceiling also provided by 
the mezzanine floor. The store not 
only carries period types from many 
manufacturers, but has its own line 
and is prepared to design fixtures to 
meet special needs. Here, too, the 
first procedure is to learn the cus- 
tomer’s need. A person coming in 
to purchase a fixture, for instance, is 
not taken into the rooms to pick out 
an attractive design, but is generally 
seated somewhere and asked a few 
questions. The type of home, the 
relative price range, the use to which 
the room is to be put for which the 
light is intended, the general decorat- 
ing scheme all determine what the cus- 
tomer is to be shown. A visit to the 
home is not infrequently a. part of the 
sale, 

A model kitchen is located in one 
of the windows of the store. This is 
fully connected throughout and is fre- 
quently used for demonstrating or 
cooking classes. Invitations are from 
time to time extended to women’s 
clubs and church societies to attend 
one of these cooking classes, where 
refreshments will be served and where 
they will have an opportunity to learn 
of the most recent modern advances 
in cooking methods. The gathering 

is held in the kitchen itself, incident- 


Credit is the Customer’s 
Problem Too 
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ally making a most effective animated 
window display. Occasionally attend- 
ance is assured by promising a church 
organization 10¢ for each member who 
attends; more frequently the refresh- 
ments and program are the only in- 
ducement, When such an event is in 
progress there is usually staged at 
least one other demonstration in some 
other part of the store—an ironer in 
use, for instance, or a roaster or other 
small appliance. Toast and coffee 
from the appropriate appliances make 
an excellent “collation.” Genuine in- 
terest is shown in the kitchen and not 
infrequently the customer will ask for 
a range, or a refrigerator, just like 
the one in the model display. 





Mrs. Ipa B. JoHNSTON 


The repair department is considered 
important and so it is located toward 
the front of the store—in fact, di- 
rectly behind the model kitchen. This 
is a real opportunity to render service 
and special care is taken to see that 
the appliance brought in is put in 
complete repair. All the customer 
knows is that the equipment brought 
in for some reason will not work. 
Sometimes the obvious defect which 
he wishes repaired is not the only 
difficulty. The other trouble may not 
yet be apparent, but it would have 
developed in a short time after the 
equipment was again put into use. 
The purpose of this department ds to 
give the customer the service he needs, 
not merely what he asks for. 

This same attitude applies to the 
sale of new appliances. The customer 
does not always know what will best 
meet her needs and she may be asking 
for the wrong appliance out of ignor- 
ance. By insisting that the transac- 
tion be regarded as a human one—a 
customer with a need which it is the 
privilege of the store to help solve, 
the result is one of satisfaction on 
both sides. The customer gets some- 
thing which will prove useful and 
solve a problem, and the store can 
feel, not merely that it has disposed 
of some further merchandise at a 
profit, but that it has given full value 
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by HORTON 


AINTIEST garments, finest fabrics, most prized possessions 
are easily, quickly, safely swished clean. No more bathroom 
“dunking”— no more “wash-bowl hands.” Kleenette is for the 
daily washing of lingerie and stockings—for boiling and sterili- 
zing—for tinting and dyeing—for dry cleaning (in non-inflam- 
mable fluid) —for the many between-wash cleansing jobs. 
Get all the facts now about this sensational new developement 
in home laundering help. 


HORTON MANUFACTURING COMPANY, 1102 Osage St., Fort Wayne, ind. 















HORTON WASHERS -IRONERS SINCE 1871 
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for money received. 
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THERMAL 
INSULATION 








































Among the principal characteristics of a refrigerator are: refrigera- 
ling performance, energy consumption, speed of making sice, dura- 
bility, and quietness of operation. As shown by the diagram, 
facilities are not confined to electrical testing but include extensive 
means of making mechanical and chemical tests as well, allowing 
all these features to be thoroughly investigated. Such well organ- 
ized testing and research demand the finest personnel and equip- 
ment possible. E. T L. has both of these fundamental requisites 
available. 

Write for Booklets outlining 

E. T. L. tests on Ranges, Water 

Heaters, Lamps, Air Conditioners, 

Refrigerators, etc. 
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ELECTRICAL 
TESTING 
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POLICIES PROTECT 
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MARION 
Model 442AM 





@ Marion prices and policies make possible aggressive merchan- 
dising by Marion dealers on a genuinely profitable basis. Extra 
value per dollar of cost — easily demonstrated, instantly appreci- 
ated —helps clinch the sale. A minimum investment is required 
for stock because optional and interchangeable features meet every 
sales opportunity in today’s active market. 


Get the facts now about the profitable Marion franchise. No 
obligation — wire or write for complete information. 


RUTENBER ELECTRIC CO. « MARION, IND. 


MANUFACTURERS OF ELECTRIC RANGES (ontinuously FOR 25 YEARS 

























It is one thing to obtain a resistance alloy Accurately 
to fit the application ... the vital factor is to sustain 
this accuracy each production day of each produc- 
tion year... the consistent uniformity of “Nichrome”’ 
V is one reason for its world-wide adoption as the 


heating element material. 







DRIVER-HARRIS CO., HARRISON, N. J. 























floods and high winds and to patiently 
pick up the pieces and start all over 
again. And so we see in May of 
1937, the number of customers con- 
nected to the lines had jumped from 
785 left after the tornado to 1,471. 
They had installed in their homes 
1,163 refrigerators, 345 ranges and 
104 water heaters. With slight in- 
creases, that’s about the way the thing 
stands now. 

This does not represent the total 
of their purchases, of course. In the 
same period they have installed about 
175 water systems, over 200 washing 
machines and 25 ironers. Small ap- 
pliances — heaters, mixers, toasters, 
waffle-irons, clocks and radios have 
amounted to another 4,000 units. In 
the three-year period, therefore, some 
eight appliance dealers in the little 
town of Tupelo, Miss. have sold and 
installed electrical equipment to the 
value of more than $500,000. All of 
which is a fairly impressive perform- 
ance when you recall that Mississippi 
stands at the bottom of all the states 
in the Union with its average income 
of $212. 

Just what part rates for residential 
use have played in the picture of in- 
creased kilowatt-hour consumption and 
added appliance sales is not suscept- 
ible to easy analysis. Rates start at 
3 cents for the first 50 kw-hrs.; 
drop to 2 cents for the next 150 
kw.-hrs.; 1 cent for the next 200 
kw.-hrs., and end up at 4 mills for all 
in excess of 400 kw.-hrs. The mini- 
mum monthly bill is 75 cents allow- 
ing 25 kilowatt-hours. Suffice to say, 
that under this rate the kilowatt- 
hour consumption of residential cus- 
tomers has showed an amazing growth. 
In 1934, from March to December, 
974 customers used 727,181 kilowatt- 
hours. The following year, 1,035 
customers used 1,630,819 kw.-hrs. In 
1936, 1,322 customers used 2,144,756 
kw.-hrs. And it’s running now at the 
rate of over 2,500,000. Commercial 
uses of power have shown about the 
same ratio of increase. 

Over in Corinth, Miss., where the 
Alcorn County Electric Power Asso- 
ciation buys energy from the Tennes- 
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Tupelo—TVA’s Guinea Pig 
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see Valley Authority on the same 
terms as Tupelo, a similar record of 
growth has been achieved in appli- 
ance distribution and saturation. With 
about the same number of customers 
on their lines—except for the fact that 
they are pretty well scattered in rural 
districts—they showed a saturation in 
June, 1934, of 222 refrigerators, 196 
ranges and 29 water heaters. A year 
later, that had increased to 824 re- 
frigerators, 378 ranges and 115 water 
heaters. By June 1, 1936, there were 
1,080 refrigerators, 522 ranges and 
158 water heaters. And by June, 
1937, the record stood at 1,344 re- 
frigerators, 639 ranges and 202 water 
heaters. 

Here we'd like to pause a minute 
and explain that there is no intention 
in this article of proving that TVA, 
as a governmental agency, has been 
responsible for the remarkable show- 
ing in appliance distribution and sa- 
turation in either Tupelo or Alcorn 
County. Low rates have undoubtedly 
played a prominent part in the exten- 
sive use of energy which these rela- 
tively low income customers have 
enjoyed. Whether the methods em- 
ployed in achieving the low rates are 
in any way justified is beyond the 
scope of this paper. There are plenty 
of competent men in the utility busi- 
ness who find them open to question. 
Certainly, the unusual activity of the 
dealers, compared to towns of similar 
size in other sections; the vast amount 
of publicity, created by TVA, to fos- 
ter the abundant use of electrical 
energy; the active and continuing 
connection of every class of rural 
customer; the use of the Electric 
Home & Farm Authority as an agency 
for the financing of appliance sales by 
dealers; and finally, the low rates 
themselves, have all had their con- 
tributing effect on appliance sales. 

These are not the opinions of Elec- 
trical Merchandising. They are the 
opinions of appliance dealers selling 
merchandise in the area bounded by 
the Tennessee Valley Authority. 

Tupelo, at any rate, rates a medal 
or something for enjoying the role of 
guinea pig. 
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ELECTRICITY INCREASES 
SERVICE STATION 
BUSINESS 


wo lighting of a Texaco 
gasoline station in Long Beach, 
California created such an immediate 
increase in business that the proprietor 
became interested in results and kept 
careful records. He found that prior 
to the modernization the station had 
sold 200 gallons of gas a day on the 
average. Proper lighting and a re- 
built station resulted in a daily aver- 
age of more than 1,000 gallons. Simi- 
lar results were obtained by an in- 
dependent Gilmore service station, 
which reported a marked daily in- 
crease in sales with better light. The 
improvements in both cases were not 
merely in the form of more light but 
consisted of modernization, with the 
use of luminous glass panels, flood- 
lighting, the elimination of glare and 
other artistic and efficient uses of 
light. 

Other uses of electricity which have 
helped to build business are exempli- 
fied by such an installation as that in 
one of the Union Oil stations in Los 
Angeles where a photoelectric cell has 
been installed for turning on the water 
in the wash rooms. The visitor is 
both startled and pleased to find that 
the flow of water is started for him 
as he approaches the wash basin. He 
remembers with approval the station 
where this service was provided and 
returns himself or tells his friends. 
More than one operator has made use 
of the photoelectric to inform him of 
the arrival of a car desiring service. 
At the San Luis Obispo Shell Oil 
Company Station electric soil heating 
has made possible the cultivation of 
truly tropical plants. Attendants have 
been provided with enough informa- 
tion to enable them to explain the 
exhibit to visitors, who come from 
far and near to see this unique dis- 
play. In each case the electrical in- 
stallation has definitely increased the 
patronage of the station involved. 


DO COOKING 
SCHOOLS PAY? 


E. SAVIERS & SON, of Reno, 
e Nevada used to make a regular 
practice of operating cooking schools, 
one in the spring and one in the 
fall. There is always a large attend- 
ance at these events, but the store has 
come to question their advisability. 
“After a given time the people be- 
come repeaters and you get the same 
group each time, so that returns do 
not justify costs,” says Maynard 
Staempfli, salesmanager of the store. 
The company therefore is doing more 
with small cooking groups which meet 
by appointment for instruction by the 
firm’s home economist in the model 
kitchen which is part of the sales 
room equipment. These groups can 
be confined to actual prospects or new 
purchasers of electric ranges and are 
genuinely interested in the instruc- 
tion, not alone in the prize drawing, 
which was apt to attract people to the 
larger events. Saviers has its own 
kitchen planning service and is pre- 
pared to furnish plans on request to 
any housewife who is interested. They 
carry Westinghouse equipment. 











If your problem is distribution— 


ELECTRICAL MERCHANDISING can help you 


It’s no news that America is rapidly 
becoming air conditioning conscious. 


On every hand we hear of the prog- 
ress of this lusty “infant industry”— 
already out of its swaddling clothes 
. .. a business which did practically as 
much in the first six months of 1937 
as it did in all of 1936 and will exceed 
in volume better than a quarter of a 
billion dollars by the end of the year 
. .. an industry that is taking with it 
automatic heating—oil burners and 
coal stokers—to new heights. 


Little wonder that factories are be- 
ing enlarged . . . sales forces increased 
. .. advertising appropriations upped. 
For that is what is happening in the 
air conditioning and automatic heat- 
ing equipment fields. 


What does all this mean to the elec- 
trical appliance distributor and dealer, 
the contractor-dealer and the light and 
power company? 


It means, first of all—business— 
BIG BUSINESS! It means opportunity 
—opportunity to apply to this up-and- 
coming industry the same selling tech- 
nique and strategy that have placed 
vacuum cleaners, washing machines 
and electric refrigerators in practically 
every other home in America . . 
that have built the electrical appli- 
ance business from nothing to over 


a billion dollars a year annually! 


It is only natural that air condition- 
ing manufacturers are turning to the 
distributors and salesmen who did this 
job to speed the sales of their prod- 
ucts. They are taking a leaf from the 
merchandising book of the 3,000 or 
more “spark plugs” of the electrical 
industry—the light and power com- 
panies, without whose support prog- 
ress in home electrification remains 
static. 


No doubt about it!—the electrical 
appliance industry is already in the 
air conditioning and automatic heat- 
ing business! And for every dealer 
now so engaged, scores of others are 
planning to enter the field. 


We know this by the letters that 
come to our editors .. . by the field 
and mail surveys . . . by the increased 


‘circulation of Electrical Merchandis- 


ing to distributors and dealers who 
want the valuable editorial material 
on these subjects. Finally, we know it 
because manufacturers of air condi- 
tioning and automatic heating equip- 
ment tell us so, and prove it by their 
increasing use of the advertising pages 
of this publication, the better to place 
their sales messages in the hands of 
Electrical Merchandising’s vast and 
erowing reader audience. 


To the air conditioning manufacturer who wants to build 
effective distribution among the sales minded outlets in the 
electrical specialty business, Electrical Merchandising will 
present your sales message in an action-stimulating editorial 


background to the outlets you want. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 


330 W. 42nd St. 


New York, N. Y. 
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PARTS, SERVICES AND ACCESSORIES 
RATES-SEE LAST ISSUE 
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1728 S. Michigan 
BRANCHES 


Ave., 


1937-38 


FREE voinon 
CATALOG 


94 pages of use- 
ful information 
fer dealers, re- 





VACUUM CLEANER PARTS 
Gikcimeamaeh tle Getter 
Quick Service! Sweepers! 








HARRY ALTER’S. 


one HR MY, 


We protect the Desh er 





Write on your letterhead 


THE HARRY ALTER COMPANY 
1 aliaerele) 
NEW YORK: ST. LOUIS pail 





ARMATURE 
REWINDING 


Motor Repair—All Types 


We stock vacuum cleaner parts 

Write for prices and Catalog 

WILLMAN ELECTRIC CO. 
12506 Dexter, Detroit, Mich. 











$500,000 GENUINE 
MAJESTIC-GRIGSBY 


REFRIGERATOR & 
RADIO PARTS 

TEED 18 MONTHS. 
SEND FOR PRICE LIST. 
G&G GENUINE MAJESTIC RE- 
FRIGERATOR & RADIO PARTS SERVICE 
5801 W. DICKENS AVE. CHICAGO, ILL 














CUT PRINTING COSTS! 


Latest process reproduces illustrated 
bill stuffers, diagrams, office forms, 
field report forms, graphs, charts, etc., 
without typesetting or engraving ex- 
pense. 300 copies (8%”x11") $2.50; 
additional hundreds 25c. Larger quan- 
tities less. All sizes. Send specimen bill 
stuffer stating quantity desired, for 
estimate Illustrated booklet free on 
request. 


LAUREL PROCESS 


480 Canal St., New York City 


ARE YOU MAKING MONEY ?— 
OR DON’T YOU KNOW? 


Designed especially for your 

business — bookkeeping systems 

that will tell. 

WRITE US the size of your 

business—we have the system to meet 

your needs, All prices. All forms. 
APPLIANCE BOOKKEEPING 


SERVICE 
Ill W. Jackson Blvd. 


CHICAGO ILLINOIS 














Vacuum Cleaners For Rebuilding 


We carry a large stock of nearly all 
makes and models. 
AS 1S—TRADE INS—CLEAN AND COMPLETE 
Write for Quotations. 
ACE APPLIANCE CO. 
3012 Cermak Road CHICAGO, ILL. 














Pads, Covers and Bags 








Electric mangle pads and covers, all types. 
Washing machine covers, electric heating 
pads, vacuum cleaner bags—all types. Ohio 
Textile Specialty Co., W. 54 Street, Cleve- 
land, Ohio. 











SEARCHLIGHT SECTION 


Rates—See Last Issue 














“B-A" serves the trade with every need in 
radio—complete | 160-page catalog of na- 
thenally known radio receivers, public ad- 


dress, parts, supplies and equipment. Or- 
ders shipped same day received. 


COMPLETE CATALOG AVAILABLE 
BURSTEIN-APPLEBEE CO. 


SALESMAN WANTED 


1012-14 McGEE ST 
KANSAS CITY. MO. 











OLD ESTABLISHED WELL rated manufac- 

turer of popular priced electrical household 
appliances requires thoroughly experienced 
high-class salesman who has loyal following 
in large trade centers. Remarkable oppor- 
tunity for right man. Give complete history 
regarding experience and earnings in first 
letter. Strictly confidential. Our organiza- 
tion knows of this advertisement. SW-495, 
Electrical Merchandising, 520 No. Michigan 
Ave., Chicago, Ill. 





~~ REPRESENTATIVE AVAILABLE 


Additional line wanted by long established 

representative. Detroit and Michigan area. 
Also Northwestern Ohio area. Well known to 
automobile manufacturers and industrials. 
Intelligent representation guaranteed. RA- 
496, Electrical Merchandising, 520 No. Michi- 
gan Ave., Chicago, Ill. 
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REPRESENTATIVES AVAILABLE 





MANUFACTURER'S REPRESENTATIVE 
AVAILABLE January first. Sixteen years 


successful managerial experience in New 
England territory handling high quality 
products. Acquainted with best dealers. 


Experienced in training and directing sales- 


men. Knows up to date merchandising and 
sales promotional methods. Young, aggres- 
sive, and willing worker. Write. RA-497, 


Electrical Merchandising, 330 West 42nd St., 
New York City. 





RADIO SALES REPRESENTATIVE in New 

England territory with excellent clientele 
among department stores, furniture, jewelry, 
automotive stores and appliance jobbers; has 
demand for refrigerators, washers, cleaners, 
and electrical appliances for promotional 
purposes. Maintains office and showrooms. 
M. H. C.—Room 64—221 Columbus Avenue, 
Boston. 





LINES WANTED—To handle as manufac- 

turer’s agent calling on electrical jobbers, 
contractors, dealers, architects, manufactur- 
ers and users in Chicago and vicinity. 
Fifteen years’ experience as Sales Engineer 
calling on this class of trade in Chicago 
area. College graduate with B.S. Degree in 
Electrical Engineering. Immediate acknowl- 


edgment given all propositions. Frederick 
Electrical Products, 65615 Clark St., 
Chicago, I). 
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LEGAL NOTICE LEGAL NOTICE 
STATEMENT OF THE OWNERSHIP, MANAGEMENT, | McGraw, Jr., Donald C. McGraw, Curtis W. McGraw. 
CIRCULATION, ETC., REQUIRED BY THE Curtis W. McGraw, 330 West 42nd St. N. ¥.C. Donald 
ACTS OF CONGRESS OF AUGUST 24, aa, 50 wet, oF St. N.Y. ce 
1912, AND MARCH 3, 1933 MeGrav, Madison, xd Grace Wi. Menren, ‘se ow 4 
1 1 hly at | Grand Ave. cago. a uir an ar- 
alban be y py 1g 1st von SS anty Trust of New York, Trustees for Lida Kelly 
Muir, 524 Fifth Avenue, N. Y. F. S. Weatherby, 
State of New York Yes 271 Clinton Road, Brookline, Mass. Elsa M. Wilsey, 
County of New York {** adiom. 


Before me, a Notary Public in and for the State and 
county aforesaid, personally appeared D. o cGraw, 
who, having been duly sworn oma to law, deposes 
and says that he is the Secretary of © McGraw-Hill Hill 
Publishing Company, Inc., publishers of f iiectrical Mer- 
chandising, and that the following is, to the best of 
his knowledge and belief, a true — of re —- 
ship, Management (and if a daily per, the circula- 
tion), ete., of the aforesaid publication for the date 
shown ‘the above caption, required by the Act of 
August 24, 1912, as amended by the Act of March 3, 
1933, embodied in section 537, Postal Laws and Regula- 
tions, printed on the reverse of this form, to wit: 

1. That the names ond addresses of the publisher, 
editor, managing edito a 


That the known bondholders, mortgagees, and other 
oman holders owning or holding 1 per cent or more of 
total amount of bonds, mortgages, or other securities 
are: (If there are none, so state.) None. 

4. That the two paragraphs next aber we, giving the 
names of the owners, stockholders, and security holders, 
if any, contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name of 
the + - or oes for whom such trustee is act- 
ing, is given; also that the said two paragraphs contain 

statements embracing Saint’ s full knowledge and belief 
as to the —— and conditions under which 





and re: 
Publisher, ——- Hil, ‘Publishing Company, Inc., 330 
West 42nd St . N. Y¥. C. Editor, L, E. Moffatt, 330 
West 42nd Street N. Y. C. Managing Editor, Laurence 
Wray, 330 West 42nd St., 'N. Y. C. Business Manager, 
a W. Mateer, 330 West 42nd St., N. ¥. C. 

That the owner is: (If owned by a corporation, its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 
stock. If not owned by a corporation, the names - 
addresses of the individual owners must be 






cern, its mame and address, as 
individual member, must be gi 
lishing Company, Inc., 0 
Stockholders of which are: James 
42nd §t.. N. Y¥. C. James 
West 42nd St., N. Y¥. C. wae 
. and Curtis W. ee. 
N. Y. ¢., Trustees for: Harold W. 





security holders who do not appear 
upon the Dooks of the company 4s trustees, hold stock 
= securities in a capacity other than that 4 a bona 
: and this afflant has no reason believe 
that any other person, association, or aooaanion has 
any interest direct or indirect in the one stock, bonds 
or other securities than as so stated by 
5. That the average number of copies ae each issue of 
this publication sold or distributed, through the mails 
or otherwise, to paid subscribers jan the twelve 
months preceding the date shown above is. (This in- 
formation is required from daily publications only.) 
D. C. McGRAW, Secretary. 
McGRAW HILL PUBLISHING COMPANY, INC. 
Sworn to - a8 subscribed before me this 27th day of 


September, 
(sma SEAL] H. E. BEIRNE, 
Notary Public, ee County, Clk’s No. 74. N. Y. 
Clk’s No. 192, . No. 8-B-115. 
(My ion expires March 30, 1938) 
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Washers in the Laboratory | 








CONTINUED FROM PAGE 29 
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cleansing solution obviously has to be | 

ap le bom od mug of the six. 
S it needed: l 

oF i Alkali to saponify any sort of SALES-DISPLAY COACHES 

The BEST MAN'S GIFT oil, such as comes from the skin. 2. 
of the Year 


A surface tension reduction which WRITE FOR INTERESTING HISTORICAL 
: BOOKLET—“Where Fine Coachcraft is a Heritage” 


cloth and wash away the soil particles. 

Ammonia, for example, has the capa- | de A 

city to wet clothing where water won't Just as your products have individual touches that set them 
touch it. 3. A detergent which has | apart from the commonplace, just so must every Judkins 
an abrasive action on the garments. | sales-display coach unmistakably reflect fine custom designing 

In the laboratory it was found that and engineering, styling and building. 

a solution of 4 to 1 per cent of soap 
was indispensible. On the other hand, 


too much soap—say from 2 to 10 your products, your sales plan. 
per cent—put too much alkali into 


the water. Commercial laundries, in J. B. JUDKINS COMPANY 


their eagerness to saponify the oils Merrimac, Mass. 

in the dirtiest clothes frequently add Builders of Fine Coaches since 1857 
an excess of soda to provide abundant 
alkali. 

Alkali—sodium hydroxide—is the 
villain of the laundry. Rayon and 
silk starts decomposing in its presence. 
Wool loses weight, shrinks faster. 
Truth is, wool should be washed with 
as little soap as possible, in lukewarm 
water, rinsed thoroughly and stretched. 

Incidently, the laboratory is dis- 
covering that it is the circulation of 
air which dries clothes. As you heat 
the air you increase its capacity to 
carry away moisture. That is, until 
its temperature is 212 degrees, when 
oxidation begins. 


Over at St. “Joseph, in the 1900 


Judkins artisans and engineers will cooperate with you to 
create a “Tailored-to-Fit” commercial sales-coach deserving of 


SALES DISPLAY COAC HES 


J.B JUDKHINS « OMPANY 
MERRIMAC MASS 











































































laboratories there is a sealed room 
= — R. oes to oe aS «Ne 
e action of a washing machine in 
2 almost any temperature. Heat doesn’t D I ~ E C T | A I L 
affect it, he finds, but cold weather— 
oh boy! Many a dealer has pulled 
in a cold machine from the warehouse, 
The forethoughtful tried to demonstrate it to a —— | 
. . and found it wouldn’t perk. esult, | 
— —— lost sale. Chemist Long’s research is | As publishers of Electrical Merchandising for over 
retailer checks the revealing new vistas of washing ma- dene : . 
progress of his own chine lubrication. | 20 years, McGraw-Hill is uniquely equipped to 
; Bendix Home Appliances, Inc., ac- | offer complete, authoritative Direct Mail cover- 
rinagsa ni = oe * cording to join Chemberinin, bas | age of the Electrical Appliance Trade. Extreme 
the electrical appliance made 10,000 calls on housewives to | g PP rel nce 
= industry 98 2 whele— ask these questions : | accuracy (guaranteed 98°) is maintained on a 
as reported monthly in 1. How much cold water is used in | daily corrected basis and the widest possible selec- 
i ? | . e ° 
y laundrying tions are available. Send for folder entitled 'Hun- 
ous, ELECTRICAL 2. How much hot water, and how dade ee d f Why"? i 
fugue MERCHANDIS. eek? reds of Thousands of Reasons Why" which de- 
— ING 3. How much time does laundry scribes how McGraw-Hill Lists are built and main- 
Kelly e 2 e ’ 
nerdy. take! tained. 
wr Y 4. How much soap is used? 
iia aan ie eee 5. How much bluing is used? | e What Selection Do You Want to Reach? e 
the advertising pages of 6. What is done to bleach clothes? eisiiidit alii “ hii ae 
‘2 ELECTRICAL || 7. How is rinsing done? ‘Apellence Sectors ‘Central Stations 
pany MERCHANDIS- 8. Where are sewer connections? | Major Appliances Department Stores 
act= I 9. How is machine connected up Minor Appliances Hardware Stores 
tain NG for news of the electrically ? Larger Dealers Etc. 
poeat timely, “salable” mer- 10. What is average weight of wash- Geographical Selections 
oe : a Population Groups 
cliere chandise that he knows ing! 
bonds will help him increase 11. What is bacteria count of soiled Write for list “Electrical Appliance Trade” 
net 86 El sales—and profits and clean garments? giving details on selections, counts, prices, 
— p , Out of his barrels of answers John etc., or ask any representative. 
y rep 
wl Chamberlain is setting the scene for 
ic. a washer presentation that gives facts, 5 I . 
ay of ® not guesses, and promises to hit the ag MAIL DIVISION.... 
XE, nail on the head with 8 out of 10 { —~ -4@ McGRAW-HILL PUBLISHING CO. 
N.Y, women. Just as busy is 1900’s R. H. ea 330 W. 42nd STREET NEW YORK, N.Y 
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AST MAY, Electrical Merchandising added a 
| new and vital chapter to the history of the 
electrical appliance industry with its Program 
on adequate home electrification, spearhead of 
which was the big May issue — “The Electrical 
Home in Print.” 

This great book of 234 pages, in colors, 
dramatically, convincingly brought to home 
builders and modernizers the possibilities and 
advantages of complete, basement-to-attic elec- 
tric service ... brought to the electrical appli- 


ance industry a ‘neutral’ valuable sales tool 
y 





tailers, light and power companies, architects 
and builders . . . brought to manufacturers an 
unparalleled setting for their advertising mes- 
sages, and a great and enthusiastic reader 
audience. 

So widespread was the acceptance of the 
“Electrical Home in Print,” so enthusiastic 
was its reception by trade and consumer alike, 
—so general and unanimous has been the call 
of “encore” (*) that Electrical Merchandising 
will follow through in April, 1938, with a 


completely new and even more dramatic and 


that is still being used by thousands of ew luxurious presentation to be known as the 


“ELECTRICAL HOWE MODERMIZING’ ISSUE 


(*) The evidence is available to responsible parties. 
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JHATEVER HAPPENS to new home building 
\ in 1938, home modernization will go for- 
ward as long as people have money to spend, 
and the desire to spend it on the thing nearest 
their hearts—the home. 

They will buy electrical home moderniza- 
tion as rapidly as they are convinced that 
there is economy as well as luxury in the 
ownership of electrical household appliances 
and equipment. 

Electrical Merchandising, in its April 1938 
issue, will demonstrate that economy does go 
with luxury in electrical homekeeping today 
—that electrical appliances do pay for them- 
selves! 

Electrical Merchandising, for April, will 
be a “luxury package” in itself. It will provide 
an unusual “luxury background” for the many 
retail stores throughout the country that lack 
it; it will present household electrical appli- 
ances in a most dramatic, colorful and timely 
editorial setting. 

In format, this April issue will be more 
striking and colorful than the epoch-making 
“Electrical Home in Print.” It will be beauti- 


fully printed on heavy stock. It will have four 


major editorial and advertising sections, de- 


voted to— 


(1) The Kitchen (Including all 
cooking equipment ) 
(2) The Laundry (Including all 


laundering equipment ) 


(3) Air Conditioning and Auto- 


matic Heating 


(4) General household electrifi- 
cation (devoted to electricity 
all over the house, cleaning, 
lighting and lamps, the work- 
shop, etc.) 


Already the editors are at work on this 
big issue. Already leading advertisers who’ve 
heard the news, are planning to use adequate 
space in April irrespective of their regular 
1938 schedules. Soon light and power com- 
panies, dealers and others will be planning 
how they will use the April “Electrical Home 
Modernizing” Issue to develop new business. 

This five months’ notice should give every 
advertiser time to prepare his sales story and 
plan how he will use it as an effective medium 
to lower his sales costs, increase his distribu- 


tion, and promote present trade outlets. 


If further details are desired, write 


BLBOTRICAL MERCHANDISING 


A MeGraw-Hill Publication 


330 WEST 42nd STREET « NEW YORK CITY 
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LETTERS 


Editor Electrical Merchandising 


DRAFT OF ARTICLE FOR ELEC- 
TRICAL MERCHANDISING EN- 
TITLED “FARMERS SLOW TO 
LET APPLIANCES DO THE 
WORK” HAS BEEN BROUGHT 
TO MY ATTENTION BELIEVE 
YOUR WRITER UNDER MISAP- 
PREHENSION ON SEVERAL 
POINTS AND MAY LEAD YOU 
INTO ERROR ARTICLE PLAIN- 
LY CONVEYS TO READER IDEA 
THAT PIONEER PROJECT RE- 
FLECTS EXPERIENCE OF 2900 
CUSTOMERS FOR A FULL YEAR 
FACT IS MOST OF THESE CUS- 
TOMERS CONNECTED GRAD- 
UALLY DURING YEAR OFFI- 
CIAL REPORTS SHOW ONLY 
1063 CUSTOMERS AS LATE AS 
LAST SEPTEMBER 1769 IN JAN- 
UARY 2261 IN MARCH AND SO 
ON TOTAL OF 2900 NOT 
REACHED UNTIL JULY WHEN 
YOUR SUPPOSED YEARS EX- 
PERIENCE APPARENTLY ENDS 
FIGURES FOR WASHING MA- 
CHINES AS YOUR WRITER ES- 
TIMATES THEM ARE ALREADY 
RATHER IN EXCESS NATION- 
AL AVERAGE REFRIGERATORS 
SHOW UP WELL FOR NEW 
RURAL LINES REGARDING 
YOUR EXPRESSIONS ON NEED 
FOR EDUCATION GEORGE MUN- 
GER WHO HAS COME _ TO 
US FROM ELECTRIC HOME 
AND FARM AUTHORITY FOR 
EXPRESS PURPOSE OF BUILD- 
ING LOAD HAD NOT EVEN 
BEGUN WORK WHEN THESE 
FIGURES WERE OBTAINED 
BELIEVE THAT IN INTEREST 
OF ACCURACY AND FAIRNESS 
YOU SHOULD KNOW THESE 
FACTS AND WILL WANT TO 
HAVE THEM. 


Rural Electrification Administration 
M. L. Ramsay, Director 
Information and Research. 





The lroner Controversy 

To the Editor: 

The ironer controversy seems to go 
on and on—but again I feel the urge to 
answer a man who thinks the ironer 
is a “nice looking gadget”. 

I must admit the dealer who sold 
“UPSTATE SUBSCRIBER” might 
have been more careful about a demon- 
strator (our local light company— 
municipal—co-operates with dealers 
here and demonstrates all appliances). 
However, nobody learns to iron with a 
hand iron overnight—and I feel quite 
sure anybody could learn to iron faster 
—starting from scratch, so to speak, 
and knowing nothing about either— 
on an ironer than with an iron. Of 
course, there would be no way to prove 
this except by actual trial. 

But I recall the hours I spent as a 
youngster (not unwillingly, of course) 
while Mother supervised my slow 
learning—and how I had to learn on 
towels, handkerchiefs and what UP- 
STATE SUBSCRIBER ealls “un- 
mentionables”’.—And when I started 
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on shirts and dresses—what a time I 
had! 

Of course it takes time to learn to 
use one! Doesn’t it take time to 
learn almost anything? We don’t just 
naturally know how to do very many 
things. And an ironer is one of the 
things worth taking the time to learn 
to use. It does take time to learn it 
—but after the knack has been ac- 
quired—it takes much less time to do 
the ironing—and is also much easier 
to do. 

Let us hope that UPSTATE SUB.-. 
SCRIBER’S wife or maid does take 
the time to learn to use the “gadget” 
and that he will eventually consider 
his “well over a hundred dollars” 
well spent—and I do hope he sees 
this letter. 





Comedy of Errors 


To the Editor: 

When I left your offices late Friday 
afternoon I could not find my straw 
hat but found in its place a strange 
one with initials (I believe) “C. D. C.” 
Thinking that the careless caller who 
had accidentally taken my hat would 
return it later, I left it there and came 
to Detroit hatless. 

It now develops that this hat be- 
longs to John B. Jones, Evansville, 
Ind., and that I took it from the 
offices of the X Company in Chicago 
Thursday when I left the conference 
before he did. The reason it is 
marked “C. D. C.” and not “J. B. J.” 
is that Mr. Jones acquired this in 
Atlantic City last June when some 
person unknown went off with his hat. 

BILL 





Apologies to Commercial 
Credit 


In this place, in our August issue, 
we discussed the bane of printers and 
editors — the typographical error 
which, eluding proofreaders with 
bare-faced aplomb, turns up in the 
finished magazine to confound and 
distort original meaning. Otherwise, 
we are pretty damned accurate. Here’s 
one time we weren’t, however. The 
September issue carried a story on 
Alabama Power Company’s coopera- 
tive set-up. It recounted the story of 
“Scotty” Sutherland’s achievement in 
bringing harmony and business to the 
appliance trade in the sovereign state 
of Alabama. Among other things 
mentioned was the following: , 
they billed and made collections from 
dealer’s customers under the financing 
set-up of the Economy Purchase Plan 
—C. I. T.’s utility-dealer-manufac- 
turer appliance financing plan. . .” 

To the Commercial Credit Corp. be- 
longs the credit for developing and 
promoting the now, and justly, famous 
Economy Purchase Plan. Even 
“Scotty” Sutherland, reading the ar- 
ticle in manuscript, didn’t help us 
dodge it. 
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@ Frigidaire now enters new fields! ; Leads behind each and every new Frigidaire appliance the same 


hard-hitting sales strategy that has characterized the promo 


tion of the Frigidaire refrigerator— made it the largest-sellet 


the way to new and greater selling opportunities for all 
Frigidaire Dealers! Now presents an outstanding, well- 


rounded line of new products—backed by the names of Frigid- —_—in the industry! . . . Frigidaire’ men are set to go again if 


aire and General Motors—to make the Frigidaire franchise 1938! To shatter refrigerator sales records again! And toma 


tremendously more valuable in 1938! hang-up new selling records in other ap 


And to give Frigidaire Dealers a greater pliance fields! They’ll do better than evef 


| ML 60 MADE OONLY BY GENERAL MOTORS 
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| ovens advantage, Frigidaire will put 





| with Frigidaire in 1938! 
| FRIGIDAIRE DIVISION . GENERAL MOTORS SALES CORPORATION . DAYTON, oHie 
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